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on VERTICAL 
or HORIZONTAL unes 


BRODIE BIROTOR METERS ARE READILY 
ADAPTABLE TO ALL PIPING NEEDS 


Meter operates with equal efficiency and accuracy in any 
position 


Counter can be mounted for easy readibility regardless of 
meter location 


Double case construction permits meter to be supported by 
vertical line, or may be bolted to wall or girder 


Versatility of application allows Brodie BiRotors to be used in 
a widest range of installations 


@ 45° angle counter adaptors 
@ 360° swivel counter adaptors 
@ Elbow counter adaptors 


® Counter extensions 


*o°@ 


phater iactelied below * angle counter adaptor pro- Standard meter may be installed 
loading rack deck with ies compact, economical ver- in vertical line below eye level, 
rigid counter extension tical line installation for easy with counter mounted for maxi- 
and swivel adaptor. Counter counter reading. mum visibility. 
may also be used directly on 
meter or elbow extension 
Write today for more complete details on Brodie Meters for 
vertical or horizontal line installations. Request Bulletin No.635. 


om” METERS 


Ralph N. Brodie Company ~ ALVARADO & WEST 137th AVE., SAN LEANDRO, CALIFORNIA, U.S.A. 


MT. VERNON, N.Y. CHICAGO 5, ILL. DALLAS, TEXAS SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 59 E. Van Buren 167 Parkhouse St. 2721 9th Ave. N. 5401 E. Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 





TBA NEWS 


This is Don Miller... 


manager of 


Wholesale Sales for 
Skelly Oil Co. 


Don's broad marketing 
background will help Skelly 
achieve even bigger sales 
and profits with Hood Tires. 


> 


Don H. Miller, Sales Manager, Wholesale Sales Division, Skelly Oil Company. The 


Don Miller has been a Skelly man since 
1929, starting in the oil business while 
still a student at the University of 
Missouri. Since 1932 he has moved 
steadily upward through accounting 
and credit departments into merchan- 
dising and sales. 


His tours of duty included field 
merchandising in 17 states out of the 
Kansas City Wholesale Division; 
wholesale salesman out of Madison, 
Wisconsin; wholesale salesman out of 
Springfield, Illinois. He was assistant 
Wholesale Division Manager in Omaha 
and later a special representative in the 
home office, followed by appointment 
to assistant sales manager. 


Experience Counts. The point we 
make is that there is no substitute for 
experience in marketing and selling in 
the highly competitive petroleum and 
associated fields. It takes a basic and 
continuing study of the market to 
make the grade. 


This is equally true of the tire busi- 
ness. In fact, the two go hand in hand. 


father of two sons, Randy, 11, and Larry, 6. Mr. Miller has been with Skelly since 1929, 


So it’s only natural that we at Hood are 
looking for big accomplishments from 
Don Miller in his new appointment. 


Men like Don Miller are in a posi- 
tion to make the fullest capital from 
the franchise opportunities of the com- 
plete Hood line. The field is wide open 
for Don in truck, bus, farm, and pas- 
senger cat markets for which Hood 
tires are unsurpassed. 


Has Selling Tools. Don has the 


backing of his own aggressive and in- 


One of the dramatic merchandising tools thaf 
can be used by Don Miller is this cross-section 
demonstrator, showing the puncture sealing 
features of the new Hood Safety-Seal ‘'400" 
Tubeless Tire. 
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formed organization. He has the sup- 
port of the tire industry's foremost 
research and manufacturing facilities. 
He has such selling tools as training 
films (The Sound of Bells and The Trouble 
with Potts). He can capitalize on the 
momentum of a year around adver- 
tising and sales promotion program 
that’s tailor-made for Skelly’s market- 
ing policies. 

Yes, we expect great things from 
Don and Skelly, and results already 
confirm this. Perhaps you have men 
who, with all the advantages offered 
by a Hood franchise, can be Don Mill- 
ers in your organization. If so, we'd 
like to hear from you. Write Oil Com- 
pany Division, Dept. NH-8, Hood 
Rubber Company, a Division of The 
B. F. Goodrich Company, Akron, O. 








It’s compact, sturdy, light, automatic! Immediate shock 
less.closure when gasoline or liquids cover tip of tube. ~ 
Easy finger pull opening. Wide flow range with mini 
mum turbulence and swirl. Fast, accurately controlled __ 
delivery at all times. 


No overflow, no waste, no hazard. Weight,-5 lbs 


FLOW RANGE: standard poppet from 17 GPM min 
to 60 GPM. max. Special hi-speed poppet from 30 GPM 
min. to 70 GPM max 


Automatic shut-off action never fails. Absolutely no 
overflow at top discharge. Permanently packed. Never 
leaks. No parts to oil or adjust. 


Severest tests prove this nozzle has greater durability, 
longer life and an amazing constant flow range control. 
Shut off operates at a trickling 2 GPM to 12 GPM 
high capacity. Fits any meter pump. Weight, 3 Ibs. 


Specify No. 1811 . . . make filling time customer attention time. 


Underwriters’ Laboratories Listed 


OPW CORPORATION | 


2735 Colerain Ave. 
Cincinnati 25, Ohio 


Bulletin F-9-N provides a comprehensive 
picture of OPW’s complete line of Liquids 
Dispensing Nozzles. Free on your request. 
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National 


Petroleum 


Behind Our Headlines 


Marvin Reid, who roams the wide 
open spaces of Texas rounding up 
stories for NPN readers, lassoed him- 
self a jimdandy about Rio Grande 
Valley marketers and the trouble LP- 
gas is giving them. It starts on page 
26. 


Marvin rode a “fur piece” in his 
auto gathering information in the Rio 
Grande Valley. He sent a brief memo 
on the trip: 


“Something some of the boys both- 
ered by too much competition might 
be interested in is this: 


“Driving along U.S. Highway 77 
to the Valley, you'll find a sign just 
out of Kingsville, Texas, saying, 
‘Next service station 55 miles.’ They 
aren’t kidding. This particular stretch 
of highway goes through the famous 
King ranch, and there is nothing from 
Kingsville until you reach the Valley 
town of Raymondville except a few 
homes of King Ranch employes.” 


One of the consignees Marvin 
talked to was Bond Carroll, a Texaco 
agent mentioned in the story. The 
main topic of conversation, of course, 
was the problem caused by LP-gas. 
Another was NPN. Carroll, describing 
NPN as his “bible,” said he doesn’t 
figure he can do business as a mar- 
keter of petroleum products without 
reading — and studying — NPN each 
week. 


“That is pretty typical of the re- 
action I got from most jobbers and 
agents, not only in the Valley but in 
the entire Southwest,” said Marvin. 


—Herbert A. Yocom 
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YT TAN 


newest 


money-saver! 


OWalionals popular-priced bookkeeping machine 


that saves money for small or medium-size businesses 
a, 


Now every business, regardless of size 
(including branch offices), can enjoy the 
advantages of mechanized bookkeeping 
at its economical best. This new low-cost 
National will quickly pay for itself, then 
continue savings as increased annual profit. 
This National front-feed bookkeeping 
machine combines the most desirable auto- 
matic features of much _ higher-priced 
equipment with outstanding speed, sim- 
plicity and ease of operation. It will do 
most of your bookkeeping automatically 
. . and what the machine does automati- 
cally the operator cannot do wrong! 


THE NATIONAL CASH REGISTER COMPANY, vayrron 9, onto 


Posting is so simple that anyone can 
learn to operate it in a few minutes. And 
it functions so easily and smoothly that 
operators like to use it. It enables them 
to accomplish more with much less effort. 
For example, Statement, Ledger and Jour- 
nal are all posted simultaneously. No cal- 
culations, no guesswork required—even 
totals print automatically. These are only 
a few of the new machine’s advantages. 

And it’s instantly converted into a high- 
speed, Duplex Adding-Subtracting Ma- 
chine that does all kinds of general figure 
work quickly and efficiently. 


949 OFFICES IN 94 COUNTRIES 
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You must see a demonstration to 
realize how this machine sets a new 
standard of performance never 
before attained in a bookkeeping 
machine at so low a price! See how 
it will save time and money on your 
work. Call your nearby National 
representative today! 


*TRADE MARK REG. U.S. PAT. OFF 


Sattonal 
ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
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m@ AHEAD OF THE NEWS 


Diesel Self-Serve—An Oakland, Calif., oil distributor 
is getting good results with a 30-pump, unmanned, serve- 
yourself station dispensing Diesel fuel for trucks. The 
24-hour operation is restricted to 30 steady customers, 
each with a key to his own pump. No cash changes hands 
at the station. Each week or month the customer is billed 
for the amount of product metered on his private pump. 
The distributor is now thinking of installing more pumps 
on the 200 x 300-ft. site. 


Trend to Premium—Sales of premium gasoline should 
hit a higher percentage of total gasoline volume in 1955 
than in 1954. Reasons: Most 1955 new car engines are 
going up in compression ratio, with a majority at 8 to 1 
or better. At least two new models, which this year got 
by on regular, will definitely call for premium gasoline 
in 1955. Two other models are raising compression ratios 
to a level probably requiring premium fuel. Several others 
will have engine requirements on the borderline. And even 
with these, it is expected that engine deposits will gradu- 
ally create a need for premium gasoline. 


Switch to Branded?—Keep an eye on the “experimental” 
Phillips Petroleum Co. franchise picked up by Southeastern 
Oil Co., Jacksonville, Fla., in Duval and Nassau Counties 
(Northeastern Florida). If this operation works out, this 
veteran private brand operator (in eight Southeast states) 
may want to run up the Phillips flag in other areas. 


Savings with Coker—At least one small integrated oil 
company in California is skeptical of the trend followed 
by small refiners there in building new catalytic reforming 
units. While these are fine for gasoline, the company says, 
“they don’t do anything for the rest of the barrel.” So, 
the company has sent its refining chief to the East to 
study available coking processes as a possible answer 
to the problem of how to use heavy crudes and residual 
to make gasoline. “If and when we build a coking unit,” 
a company executive says, “it'll pay us even if we throw 
the coke away.” 


New Jobber Association—Colorado oil jobbers are 
making progress in forming a state association. A nucleus 
of 15 jobbers is pushing organization plans, and their 
campaign should gain momentum after the vacation season. 


Higher Octane Hint—One car maker recently raised the 
octane specification of the gasoline it needs for proving 
ground and laboratory tests. The supplier is now asked 
to furnish 98 octane gasoline. That may be a clue to the 
fuel requirements of some 1956 car engines now being 
developed. 
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Residual Picture Bright—Mid-continent refiners will 
be greatly disappointed if they don’t have one of their 
best residual seasons since World War II this fall and 
winter. They point out that residual supply is tight now. 
And they expect it to become even tighter by early fall, 
when about five plants start diverting heavy ends to 
coking units. Some of the refiners also are counting on an 
increase in steel mill activity (which will mean greater 
demand for residual, if its price doesn’t climb so high 
that steel mills convert to coal). One refiner expects the 
winter Group 3 residual price to be $1.35 to $1.45, with 
ready customers for every barrel offered at those prices. 


Night Delivery Dispute—Odds are good that Interstate 
Commerce Commission will lift its recent suspension on 
night deliveries of gasoline to unattended service stations 
by for-hire truckers. The suspension apparently resulted 
from a misunderstanding by one official that his might be 
a gimmick for letting for-hire carriers collect unfair 
rates on less-than-truckload deliveries. A petition for 
lifting the suspension has been filed by National Tank 
Truck Carriers. Its members are trying to work out new 
delivery plans with several Midwest oil companies. 


Dakota Refinery Near—Indiana Standard’s new 30,000 
b/d refinery at Mandan, N. Dak., in the Williston Basin, 
should be operating by early fall. Dedication will be Oct. 
2. Products will include gasoline, kerosine, No. 1 and 
No. 2 fuels, Diesel and heavy fuel. These will be shipped 
by truck and rail, by Standard’s new 200-mile pipe line 
to Moorhead, Minn. (where it connects with other prod- 
uct lines of the company). 


Attack on PX Stalled—It seems too late for the Senate 
to “put teeth” in House legislation for curbing government 
competition with private business (example: low-price 
gasoline sales at military PX outlets). Even Otis Ellis, 
general counsel of National Oil Jobbers Council, is pessi- 
mistic. He has asked the Senate Government Operations 
Committee to strengthen the House measure. But time is 
running out, with adjournment of Congress near. 


Higher Tax Drive—Pressure for a gasoline tax increase 
in Wisconsin will resume promptly when the state legis- 
lature convenes next January. Although the tax increase 
people will demand a 2¢ per gal. hike, to 6¢, they probably 
will agree to compromise at 5¢. This would match taxes 
in the bordering states of Illinois, lowa and Minnesota, 
but would be 0.5¢ under Michigan. Arguments are ex- 
pected to revolve partly around Wisconsin’s inability, or 
ability, to match federal aid—even though there are many 
millions of unspent fuel tax dollars in the state’s treasury. 


For more Ahead of the News 








NEW CAR DEALER 


Pe 
OIL JOBBER 


SERVICE STATION OWNER 


these are the men 
who know 


modern motors demand today’s best oils 


All kinds of claims are being made for different 
types and brands of motor oil... but you can’t fool 
these men. They know from actual experience that 
only oils with the greatest lubricating power are 
good enough for today’s high compression motors. 


The men who sell new cars...the jobbers 
who know good oils... the men who service 
the motoring public... all of them know the 
truth about today’s motor oils. And all of 
them are in a position to perform an im- 
portant service to motorists by giving them 
sound advice on oil. 


Here is one basic fact to remember: 


No one can make a superior motor oil out 
of an inferior crude. 











Additives are useful, of course. They can 
help any motor oil do its job better. 


But additives, in themselves, do not lubricate. 


They can be added to any oil. To very good 
oil. To very poor oil. 


The quality of the basic oil is what deter- 


mines the kind of lubrication a motor gets. 


That's why we are telling millions of car 
owners in our national advertising this year: 


Today's BEST oils 
start with 
Nature’s BEST crude 


This plain truth—that you can’t start with 
an inferior crude and build a superior oil 
—will be understood quickly by all your 
customers. 


That's why more and 
more men who know are 
carrying and selling a 
brand of Pennsylvania 
Motor Oil. 








COPTRIGNT (902 0S A OT PURMST.VAMIA GRADE CRUDE ON ASSBCALION 
VASE MARK REGISTERED US PATENT OFFICE 


Look at all the magazines that are carrying our message to consumers: 
Saturday Evening Post, Collier’s, Time, Newsweek, Holiday, Country Gentleman, Progressive Farmer and Successful Farming. 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION - Qil City, Pennsylvania 
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AHEAD OF THE NEWS 


California Crude ‘Safe’—The oil industry can be 
“quite optimistic” that crude oil prices in California will 
remain strong, says Elmer R. Peterson, Standard of 
California vice president. He predicts prices for heavy 
crude will not be hurt by high residual stocks (which 
early this month stood at 26,849,000 bbl. in District 5— 
or 7,427,000 bbl. above stocks at the same time last year). 





Canadian Tubeless Push—One of the oil companies 
in Canada is reminding its dealers to prepare for servicing 
tubeless tires. This is because Ford, Meteor, Chevrolet, 
Pontiac and Studebaker are expectéd to have such tires 
as original equipment on 1955 cars made in Canada. The 
oil company is urging dealers to install mechanical tire 
changers. 


Airport Oil Promotion—Standard of California plans 
to capitalize on expected crowds of 250,000 visitors when 
the new San Francisco International Airport holds “open 
house” Aug. 27-29. Operating the only car service station 
at the field, Standard will stage an old- and new-auto 
exhibit as part of its promotion effort. In addition to the 
visitors, Standard will be aiming at 9,000 workers in the 
field’s aviation industry (second largest industrial instal- 
lation in the San Francisco Bay area). 


Shale Future Studied—Bureau of Mines is asking Na- 
tional Petroleum Council for help in planning the extent 
of future government work on shale oil. The Bureau is at a 
crossroads. It has laid the technological groundwork for 
producing oil from shale. Now there is a need to de- 
termine the economic feasibility of the process. The 
bureau wants NPC to suggest how far the oil industry 
is willing to go and how much more it would like the 
government to do. 


NPN Staff 


Freight Rate Squabble—Another nationwide fight over 
truck and railroad oil freight rates may be shaping up. 
Tank truckers are complaining that the Interstate Com- 
merce Commission has a double standard. They say the 
railroads have only to show whether rates are compensa- 
tory (and generally the rails’ word is enough proof). But 
the truckers protest that they seem to get automatic suspen- 
sions whenever they meet rail rates “head on.” The 
truckers also say ICC seems to be leaning toward an 
over-all pattern of truck rates at least 1.5¢ per 100 lb. 
above rail rates. 


New Retread Standards?—The U. S. Department of 
Commerce is considering a revision of the Commercial 
Standard on tire retreading materials. But camelback manu- 
facturers don’t like the idea. They say there is no pro- 
vision for enforcement—thus opening the door to wide- 
spread misrepresentation. They maintain good retreading 
is as much a matter of skill as materials, 


Oil Heat Promotion—Michigan Petroleum Assn. at its 
fall convention will hit hard at the question of how to 
promote oil heat against natural gas competition. The 
Michigan jobbers also will probably voice objection to 
toll roads as being monopolistic. 


FTC Eyes Advertising—The Federal Trade Commission 
is setting up a four-man group to check on compliance 
with FTC orders and trade practice rules on advertising. 
Four attorneys will examine the national and regional 
advertising of companies that (1) are already under FTC 
cease and desist orders, (2) have signed consent agree- 
ments to stop objectionable advertising, and (3) have 
promised to abide by trade practice rules. 
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FOR TOUGHNESS 


... when the going is tough 
J&L STEEL CONTAINERS 
CAN TAKE IT 


J&L Steel Drums and Pails meet the most rigid tests 
for durability because: 


s J&L Drums and Pails are made from 
high quality J&L Steel Sheet. 


f 4 ee A J&L Drums and Pails are made with 
' a si < < care and accuracy in every detail. 
\ : 
You can obtain J&L Steel Drums and Pails through 
a plants located in leading industrial centers. You'll 


find J&L service fast and efficient. Call the J&L office 
serving your community. 


Sones ¢ Laughlin 
The J&L line includes all types of 


Closures and Finishes. Bright, colorful STEEL CORPORATION — Pittsburgh 
decorations may be reproduced to 

your specifications. Heavy-duty ICC CON INER DIVISION 

Drums. Light-gavge Drums. 55, 30 

and 15 gal. capacity and 100-Ib, ' 405 Lexington Ave., New York 17, New York 
Grease Drums. Lightweight Drums for 4 

Chemical and Powdered Materials. 

1-10 gal. capacity Steel Pails for 

Foods, Chemicals, Oils. 


NATIONAL PETROLEUM NEWS * August 11, 1954 





WASHINGTON 


Adjournment Killing Off Many Oil Bills 


Congress will close shop shortly 
with little chance of taking action on 
several bread and butter bills the oil 
industry would like to see go on the 
books. 

One would ease the administrative 
load on sellers of cutting oils by 
changing the tax from 10% ad val- 
orem to a flat 3¢ a gal. This would 
eliminate confusion over handling 
container costs and determining taxes 
on the widely varying cutting oil 
prices. 

Also falling by the wayside is legis- 
lation to remove the government from 
competition with private business, in- 
cluding sale of gasoline in substan- 
tial quantities at post exchange sta- 
tions. Another bill stymied is one that 
would have given gasoline distributors 
a refund on federal taxes paid on 
product destroyed by fire or other ac- 
cidents. 

Other “oily” bills not making the 
grade this year include: Legislation 
to affirm the Supreme Court ruling 
that “good faith” is a complete de- 
fense against price discrimination 
charges; legislation to say exactly the 
opposite, that “good faith” is not a 
complete defense if competition is 
hurt (this would affirm the original 
FTC stand in the Detroit case); and 
another bill that would affirm “good 
faith” defense and legalize freight ab- 
sorption. 

The “oily” bills coming closest to 
being enacted—and which still will 
keep grasping at a faint breath of life 
before the shutdown about the middle 
of August—are those on cutting oils, 
PX competition and gasoline refund. 

The cutting oil bill had the backing 
of the Senate Finance Committee and 
looked for a while as though it would 
sail through as part of a catch-all bill 
to supplement the omnibus tax bill, 
which was passed earlier. But now it 
looks as though the last-minute press 
of more important legislation and 
possible Democratic opposition to any 
more tax bills will have gotten cutting 
oil changes blocked. 

A similar situation prevails on the 
House side where the Ways and 
Means Committee originally had 
planned on reporting out its own ver- 
sion of a catch-all bill, including re- 
funds on gasoline taxes paid on lost 
products. The committee has since 
become pretty well disorganized on 
what should go into such a “bob-tail” 
bill and probably will just forget the 
whole business. 

General Counsel Otis Ellis of 


NOJC made a hard pitch to get the 


Senate to put teeth in a House bill to | 


get the government out of a lot of the 
PX business, so that gasoline dis- 
tributors could get a fair crack out of 
some of that cut-rate business being 
done on military posts. The House 
version was a wishy-washy thing that 
would not correct present operations 
and, for a while, it seemed as though 
the Senate Government Operations 
Committee would go along with Ellis’ 
request to make changes now. But the 
committee got involved in other pro- 


posed amendments and finally tossed | 


the whole bill over to a subcommittee, 
where it seems destined to die. 

All of the above-mentioned legis- 
lation will, of course, have to be re- 
introduced in the new Congress next 
year. 


Cushion for Candidates 


Republican candidates this fall un- 
doubtedly will be eased over some 
bumpy roads by the White House crea- 
tion of a new inter-cabinet committee 
to study the sore spots in the oil, gas 
and coal industries. The committee 
does not have to report before Dec. | 
—after the November elections. 

This means that the coal states can 


be assured that the Administration is | 
seeing what it can do about easing the | 


impact on the coal industry of residual 
fuel oil imports. Likewise, the domes- 
tic oil producers can be told of the 
effort being made to stem competition 
from foreign oil. And independent gas 
producers can be made to feel that 
the Administration wants to ease the 
burden of bureaucratic control or- 
dered by the Supreme Court. 


Job for NPC 


The Bureau of Mines has reached 
the crossroads on development of a 
process for converting oil shale to us- 
able oil products. It feels it has proved 
the technological feasibility of a shale 
oil industry but, with Congress hold- 
ing the money reins, feels it can’t go 
much further into the economic feas- 


ibility end of the program—not with- | 


out encouragement and financial as- 
sistance from the oil, chemical and 
other people who have a stake in this 
work. That is why the bureau has 
called on the National Petroleum 
Council to sound out the oil industry 
as to what type of co-operative pro- 
gram the government and industry 
might work out. 


—NPN Washington Staff | 
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To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


ano 


[Vic VUE serviceability 
prevents leaks and spills; re- 
duces loading and delivery 
time 


EVER -TITE “the world’s best 
quick coupling’’ makes your 


hose connections fast and sure 
i 4 -Uuuic 
means longer-lasting, trouble- 
free service. EVER-TITES never 


fail or jam 


dependability 


eV IVE durability stands 
up under the toughest wear 

eV tel IVE quality is main- 
tained by rigid control of 
construction specifications and 
nals hictalel es 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢€O. 
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Primary Stocks 
Finished and 
Distillate fuel 
Kerosine (tho 
Residual fuel 


Crude oil—B. of M., 1 day later (thous. bbl.) 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (tho 


Kerosine (thous. bbl.) 


Distillate fuel 
Residual fuel 
Crude Supply 


U.S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


Petroleum products in secondary storage (thous. bbl.) 
Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 


Gasoline con 


Service station building permits (number) 
Passenger cars—domestic shipments (thous.) 


Trucks and b 


Automotive replacement tire shipments (thous.) 


Replacement 


Oil burner shipments (thous.) 


’ 


oa 


Week Ended 
July 30, 1954 


unfinished gasoline (thous. bbl.) 
oil (thous. bbl.) 

us. bbl.) 

oil (thous. bbl.) 


158,402 
100,439 
31,368 
54,651 
279,744 


6,827 
719 
82.8 
us. bbl.) 23,326 
2,061 
10,294 
7,419 


oil (thous. bbl.) 
oil (thous. bbl.) 


6,158 
614 


Latest Month 


42,255 (May) 
11,577 (May) 
21.58 (July) 
4,199 (Apr.) 
513 (May) 
490 (June) 
75 (June) 
6,029 (June) 
1,396 (May) 
48 (Apr.) 


sumption (million gal.) 


uses—domestic shipments (thous.) 


battery shipments (thous.) 


NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 


Aug. 


6 
1954 
11.43 
10.24 
8.70 
3.77 


Gasoline 
Kerosine 
Distillate 
Residual 
4 principal 

products 8.66 
Lube oil 16.30 
Crude at 

well ($ 

per bbl.) 2.81 


11.43 
10.26 


16.67 


Aug. 
10 
1953 
12.46 
10.32 
8.99 
3.91 


July 
9 
1954 


8.61 
3.72 
8.63 9.27 
17.71 


2.81 2.84 


* Weighted average price, prin- 


cipal markets. 


Week Ended 
July 2,1954 


164,546 
86,765 
27,942 
50,645 

279,199 


7,005 
621 
85.0 


23,888 
2,277 
10,137 
8,166 


6,343 
679 


Previous Month 


42,055 
11,509 
21.81 
4,056 
525 
479 

74 
5,115 
1,150 
47 


Week Ended 
July 31, 1953 


141,575 
102,425 
30,310 
49,547 
279,144 


7,024 
629 
91.1 


24,209 
2,183 
9,723 
8,586 


6,471 
640 
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SUPPLY AND DEMAND 


Conoco to Cut Runs—Following the 
trend of many of the nation’s major 
refiners, Continental Oil Co. has 
announced it will reduce refinery 
crude runs 25% at its Ponca City, 
Okla., refinery beginning Aug. 1. 
President L. F. McCollum said that 
while the August schedule will rep- 
resent a 25% reduction under July, 
it will mean a 32% reduction under 
June runs. The reduction is in ad- 
dition to the ones previously made 
at Conoco’s Billings, Mont., and 
Denver, Colo., refineries. 





Days’ Supply Seesaws—Compared 
to the 40 days’ supply of July 31, 
1953, the supply of finished and un- 
finished gasoline on that day this 
year is up to 44 days. On June 
30, 1954, there were 45 days. At 
the same time, kerosine showed 
128 days last year as against 107 
this year. Distillate fuel oil showed 
93 days last year versus 80, and 
residual fuel oil 33 days as against 
38 this year. (Calculations were 
made on an ex jet fuel basis.) 


Refinery Runs Rise — Despite the Whether you blend base stocks or sell the 


general reduction in crude runs, ° 

the average refinery runs rose 53,- finished products, you will always do 
000 b/d in week ended July 30 as better with Canfield Solvent Refined Oils. 
compared with the week earlier. 


This reverses the declining trend of 
the past two weeks, according to HERE’S WHY: — 
API statistics. While gasoline and 
residual production sagged, kero- 
sine and distillate output increased. 
Gasoline dropped off 239,000 bbl. crude to 95/100 VI produces tough, clean base 
to 23,326,000 bbl. Residual fuel oil stocks high in lubricating valve. 

dipped 106,000 bbl. to 7,419,000 | 

bbl. Kerosine rose 151,000 bbl. to 
2,061,000 bbl. And distillate fuel : a . , , ' 
oil gained 438,000 bbl. to 10,294,- tives, eliminates corrosive acid-action and excessive 
000 bbl. 


1. Solvent refining of “hand-picked” paraffine base 





.A sensible, scientific approach to the use of addi- 


oxidation ... keeps rings free . . . screens and tight 


Utility Oil Use Sags—A drop of clearances open, in heavy duty service MM, MS 
8.8% in fuel oil consumption by and DG. 
electric utility power plants is re- 
ported by the Federal Power Com- 
mission for year ended June 30. : ’ . . 
Usage totaled 74,104,703 bbl. At uniform high quality ... year in and year out. 
the same time, increases were noted | , 
of 4.6% for coal and 12.4% for Canfield Solvent Refined base stocks and finished products are 
gas, compared with the totals for 
the 12 months ended June 30, 1953. 


3. Constant refinery and laboratory control assures 


available in compartment tank cars, transports, drums or refiner 
sealed cans under your brand or ours. 
Gasoline Use Reported — Com- : 
pared with the same time last year, | Investigate now .. . wire or ‘phone 
May, 1954, showed an increase of | 
10.4% in gasoline consumption in 
California, with a total of 442,999,- 
000 gal. Increases were also noted 


ose New Hampshice Lace oni | MRPs Etta eo} i eles 1 7.N, be 


tected ey Pe oar" ne ; 
Missouri 1.2%. Wyoming declined ernrial Offices: Cleveland af, Ohio 
3.2% and Wisconsin 2.8%. 

10p Ss, ae G7 felare Ur Jersey ty, N. J Mempt 


today for complete details. 
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..-for Service Station Construction 


- eelialeneinaia A NEW CONCEPT OF CONSTRUCTION 
BEARING WALLS USING THIS VERSATILE MATERIAL 


* LOAD-SPAN DECKING AVONCRAFT Porcelain Enamel Frameless 
Load-Bearing Walls provide inner finished walls, 
structural ribs and insulation space. 

Load-Span Decking provides high safety factor 
over long unsupported areas, smooth ceilings 

and insulated roof. Curtain Walls are engineered 
for flexibility of architectural design. 

Avoncraft products are tailor-made for the 
construction of frameless buildings such as Service 
Stations, Motels, Schools, Single-story commercial 
buildings, Freight and Bus Stations, and 
maintenance-free industrial buildings of all kinds. 


¢ CURTAIN WALLS 
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A DIVISION OF AVONDALE MARINE WAYS, INC. 
P. 0. BOX 1030 NEW ORLEANS 8, U.S.A. 


Avondale Marine Ways, Inc. is a name famous throughout the Industrial South. Avon- 
craft, their newest division, joins a trio of industries composed of Main Yard (Avondale, 
La.)—Harvey “Quick Repair Plant” (Harvey, La.)—and Service Foundry (N. O., La.) 




















Write today | learn how AVONCRAFT can fill your specific requirements better! 
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THE INDUSTRY 


National Petroleum News 


SMOKING ABADAN REFINERY, a picture soon to be revived, has the . . . 


August 11, 1954 


Industry Braced for Return of Iran Oil 


A formidable marketing problem faces oil men as a result of the 
Iranian oil pact. It’s this: When Iranian oil starts coming back into 
the world in the next few months, what will happen? 

Industry leaders are studying that problem—one that may affect 


U. S. marketing, including job- 
bers and commission agents, in- 
directly. But it is too early to 
say whether it will and to what 
extent. 

The problem results from the 
agreement between Iran and a 
consortium of eight British, U. S. 
and Dutch oil companies aimed 
at reactivating the flow of Iranian 
oil, cut to a trickle for three 
years by a bitter dispute between 
the Iranian government and 
Anglo-Iranian Oil Co. 

To the consortium goes the right to 
operate Iranian oil resources for the 
next 25 to 40 years, and to Anglo-Iran- 
ian goes $84 million in compensation, 
less than 10% of what is asked. 

Anglo-Iranian is the top stockholder 
in the consortium, controlling 40%. 


Royal Dutch/Shell follows with 14%. 
The five American members—Stand- 
ard Oil Co. (New Jersey), Socony- 
Vacuum Oil Co., The Texas Co., Gulf 
Oil Corp. and Standard Oil Co. of 
California—each hold an 8% interest 
for an aggregate of 40%. The remain- 
ing 6% is held by a French company 
—Compagnie Francaise des Petroles. 

Losses of crude and products caused 
by the Iranian shut-down have been 
made up and the huge supplies that 
will become available to the consor- 
tium will be over and above the cur- 
rently balanced oil picture. 

Oil men agree it will take time to 
fit in this added output, but the drastic 
upswing of foreign demand will help 
immeasurably. 

One international company that 
early this year estimated its foreign 
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demand would increase 9% in 1954 
now has revised that figure upward 
drastically. It pointed out also that 
Japanese demand, following the lift- 
ing of currency restrictions, has jump- 
ed “in storybook fashion”—sometimes 
as much as 30% a year in the past 
few years. 

Because of the Justice Department's 
attitude, American companies at 
least will have to work out their own 
marketing problems individually. 

Justice has approved the idea of 
U. S. companies participating in the 
consortium to produce and refine Lran- 
ian oil, but this clearance does not 
include marketing arrangements. 

Companies will have to act indi- 
vidually in adjustments needed in 
other operations to make room, at 
least pending normal oil demand 
growth, for Iranian oil. 

500,000,000 at First—Shipments of 
crude oil and products from Iran are 
expected to total 500 million bbl. 
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during the first three years after re- 
sumption of operation. 

After that, according to an official 
communique from the Iranian govern- 
ment and the consortium, shipments 
will be made in accordance “with the 
supply and demand trend for Middle 
East crude oil.” 

Nearly 220 million bbl. of crude 
will be processed at the Abadan re- 
finery for export during the first three 
years of operation. 

Observers in Washington noted that 
the Abadan refinery eventually will 
run between 250,000 and 300,000 b/d 
of crude, as against 550,000 b/d 
prior to nationalization. 

Reason for this will be more em- 
phasis on lighter products and less 
on heavy oils, which accounted for 
the bulk of the refinery’s output under 
Anglo-Iranian’s ownership. 

Anglo-Iranian regains an important 
position in Iran and is backed by U. S. 
oil companies. The company also got 
compensation, tied in with several 
operating concessions, plus payment 
from seven other participating com- 
panies. 

No Bounty for U. S.—Sources close 
to the agreement say U. S. oil com- 
panies won't get rich on the deal. 
Production in other fields will have 
to be restrained. But they should 
benefit through long-range stabiliza- 
tion of the Middle East oil develop- 
ment pattern. And this “surplus” may 
discourage further demands by other 
oil-producing nations for higher 
royalties. 

These other nations appear to be 
the only losers from the settlement. 
Production in Saudi Arabia, Kuwait, 
Iran and other Middle East points has 
been about 20% higher since Iranian 
oil was shut off. These countries will 
have to go along with temporary 
restraints On production. 

It is true that the normal 300,000- 
b/d annual increase in Eastern Hemi- 
sphere demand will ease the pressure 
but, nevertheless, the days of rapid 
expansion of production from these 
other Middle East fields seems to be 
over. 

In Los Angeles, Vice President El- 
mer R. Peterson of Standard of Cali- 
fornia told the Los Angeles Society of 
Security Analysts that it has been 
decided tentatively in Iran to produce 
at a rate of 250,000 b/d the first year, 
500,000 b/d the second year and 600,- 
000 b/d the third year. 

As preparations move ahead for 
putting Iranian oil back on the market, 
there is a possibility that other Ameri- 
can oil companies not now taking 
part in the consortium will be asked 
to join. 

But reports are that the invitations, 
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ALI AMINI 


Jersey Standard’s Page and Iran Finance Minister Amini announced the pact 


if extended at all, probably will not 
be made until the settlement has been 
approved by the Iranian Parliament. 


TERMS OF AGREEMENT 

With the report from Abadan came 
a disappointing note from Tehran. The 
shah of Iran qualified his endorsement 
of the oil settlement by cailing it “as 
fair- a solution as possible for such a 
difficult question in view of the present 
world situation.” 

The Shah’s qualified statement 
caused Western observers to wonder 
whether the agreement would ride 
through the Iranian parliament 
smoothly. 

Now that the Iranian government 
and the oil consortium have come 
to terms, the agreement must be put 
into legal form, approved by the 
board of directors of the participating 
companies and signed by the parties 
concerned. 

Then it will be enacted as part of 
the law of Iran and submitted for 
formal approval of the Shah. 

These requirements, it is estimated, 
can be, taken care of in two months, 
after which Iranian oil again will 
begin to move to world markets. The 
interim period will be taken up by 
preparations for bringing life again 
to the nation’s great oil producing, 
refining and shipping centers. 

Here are the terms of the agree- 
ment: 

Two operating companies will be 
formed to operate the oil fields and 
refinery. These companies will re- 
ceive the necessary rights and powers 


from the government and the National 
Iranian Oil Co. and exercise them on 
their behalf to the extent specified 
in the agreement. 

The consortium companies will pay 
the National Iranian Oil Co. for all 
the oil required for export and sell 
the crude and products exported. Pro- 
vision is made for the National Iran- 
ian Oil Co. to take crude oil in kind, 
in lieu of payments, up to 12.5% of 
total exports. 

Products for consumption within 
Iran will be available to the National 
Iranian Oil Co. at substantially their 
cost. The agreement covers a period 
of 25 years, with provisions for three 
5-year extensions. 

Iran’s Share—Through payments to 
National Iranian Oil Co. and applica- 
tion of Iranian tax laws it has been 
estimated that total direct income to 
Iran from increased scale of opera- 
tions for the first three full years, 
following a starting-up period of three 
months, will be 150 million pounds 
($421,500,000), on the basis of pres- 
ent prices and costs. 

The estimated figures begin at 31 
million pounds ($87,110,000) for the 
first full year of operation, increasing 
to 67 million pounds for the third 
($188,270,000). 

The National Iranian Oil Co. will 
continue to operate the Haft-I-Shah 
oil field and Kermanshah refinery to 
produce a part of Iran’s own oil needs, 
and will continue to handle the dis- 
tribution of oil products in Iran. 

The National Iranian Oil Co. will 
also be responsible for all facilities 
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and services not directly a part of 
producing, refining and transportation 
operations of the operating companies. 
These will include such functions as 
industrial training, public transport, 
road maintenance and facilities such 
as housing, medical care and social 
welfare. 

The National Iranian Oil Co. will 
be reimbursed for a major part of the 
cost of such facilities and services by 
the operating companies, with whom 
close co-operation will be maintained. 

Production Terms—Production of 
crude oil from Iran, following a start- 
ing up period of three months, will 
be increased progressively, bringing 
total exports of crude and products to 
a minimum of 80 million cu. meters 
(68 million tons; 500 million bbl.) for 
the first three-year period. 

In addition some 5 million cu. 
meters (31, 400,000 bbl.), will be pro- 
duced for internal consumption. Fol- 
lowing the third year it would be the 
policy of the consortium companies to 
continue taking quanties of crude oil 
which would reasonably reflect the 
supply-and-demand trend for Middle 
East crude oil, assuming favorable op- 
erating and economic conditions. 

Abadan Refinery—Large-scale op- 
erations at the Abadan refinery will be 
resumed as quickly as possible. 

The proposed processing rate in 
three years will again establish Aba- 
dan’s output as the largest in the East- 
ern Hemisphere, despite sharp in- 
creases in refinery capacity in that area 
during the last three years. 

Reports from Abadan indicate there 
will be little delay in getting the huge 
refinery there under way when the of- 
ficial go-ahead is given. Most facilities 
have been maintained in good or fair 
working order, though parts of the 
plant have deteriorated: 

Operations Split—The two oper- 
ating companies will be organized by 
the consortium and will carry on op- 
erations in Iran within a specified area. 
One of the companies will deal pri- 
marily with exploration and produc- 
tion, the other with refining. The 
companies will be registered in Iran 
and have their management and oper- 
ating headquarters there. 

They will be incorporated under the 
laws of the Netherlands. There will 
be seven directors of each company, 
two of whom will be named by Iran 
and five by the consortium. Operating 
data and records of the companies 
will be available to Iran and the Na- 
tional Iranian Oil Co. 


POLITICAL PICTURE 


Going beyond the limited field of 
what happened oil-wise, the agree- 
ment means that the free world can 


breathe easier. 

Several times during the Mos- 
sadegh-inspired nationalist movement 
and the disastrous oil dispute that 
grew out of it, Iran has teetered on 
the fence between Russia and the 
West. 

This agreement means, or at least 
Western diplomats hope it means, that 
Iran has come off that fence for good 
and has made the decision to stay 
on the side of the west. 

Secretary of State John Foster 
Dulles said as much when he ex- 
pressed the United States’ satisfaction 
over the agreement. 

He said the U.S. is “extremely 
pleased that another significant step 
has been achieved in the direction of 
a solution to a problem which for 
several years worked hardships on 
Iran, Great Britain and, indeed, upon 
the free world as a whole. 

“Every member of the community 
of free nations stands to gain from 
the settlement of this issue between 
two of its members which has in the 
past operated as an irritant among 
countries which have so much in com- 
mon and so much to gain from close 
friendship and collaboration.” 

In a letter to Shah Reza Pahlevi, 
President Eisenhower called the set- 
tlement “indeed gratifying” and added 
that “The attainment of an oil settle- 
ment along the lines which have been 





Iran Oil Threat Seen 


The Iranian oil settlement 
poses a threat to the domestic 
oil industry, says Rep. Cleveland 
M. Bailey, a long-time cam- 
paigner against oil imports from 
the coal state of West Virginia. 
And he wants Congress to do 
something about it. 

Democrat Bailey told the 
House, “When this trouble 
broke out between England and 
Iran it was necessary for the 
American companies that were 
in the ‘cartel’ with the Anglo- 
Iranian oil interests to divert 
their production from Saudia 
Arabia and Iraq to take care of 
the European markets. 

“Once more this Iranian oil, 
under their ‘cartel’ arrangement, 
will supply the European mar- 
ket. That means that Saudia 
Arabian and Iraq oil will be 
added to the great inflow of 
Venezuelan oil that has dis- 
rupted our oil industry .. . 

“I am just calling attention 
to the fact that the 84th Con- 
gress must give atténtion to this 
serious situation.” 
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announced should be a_ significant 
step in the direction of the realiza- 
tion of your aspirations for your 
people.” 


REACTION 

U. S. oil companies directly con- 
cerned are optimistic about the new 
arrangement in Iran. Completion of 
the agreement brought the following 
comments from American majors who 
are involved in the consortium: 

Standard Oil Co. (New Jersey)— 
The aide-memoire that has been work- 
ed out by the negotiating teams for 
the Iranian Government and the oil 
companies appears to be a foundation 
for arriving at operating arrangements 
which will, after a shutdown of three 
years, return Iran’s oil to world mar- 
kets in an orderly manner. 

Standard Oil Co. (N.J.) is glad that 
the negotiations have been brought to 
this stage successfully and on a basis 
which appears to be commercially 
practicable. The company has kept 
our government informed during the 
course of the negotiations. 

The resumption of production of 
crude oil and products in Iran as 
outlined in the aide-memoire will be 
of great benefit to Iran and will help 
to satisfy the vast growing demand 
for oil in the Eastern Hemisphere. It 
will add to the free world’s supply of 
oil both for commercial and military 
uses. 

There has not been time to study 
thoroughly such details as have been 
just announced, so it is impossible to 
comment at any length. The aide- 
memoire is, of course, essentially a 
framework within which details must 
still be worked out before operations 
by the consortium actually begin. 

These operations will cover produc- 
ing of crude oil and its refining into 
products, both of which members of 
the consortium will market outside 
Iran through their various facilities. 
It is to be hoped that all details can 
be worked out in time to permit op- 
erations to begin by Oct. 1. 

The Texas Co.—The aide-memoire 
has been worked out after long and 
careful negotiation by representatives 
of the consortium companies and the 
Iranian government. It forms a basis 
for the definitive agreement which has 
still to be agreed upon and is now 
being negotiated. 

As one of the companies partici- 
pating in these negotiations with the 
approval of the U. S. government, The 
Texas Co. feels that the return of 
Iranian oil to world markets in an 
orderly manner will be of great benefit 
to Iran and to the other oil-producing 
countries in the Middle East, as well 
as to the U. S. and to the free world. 
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Under the agreement contemplated 
by the aide-memoire, production of 
crude oil and refined products will be 
resumed in Iran, which will help sat- 
isfy the ever-increasing market de- 
mand throughout the Eastern Hemi- 
sphere. It will make Iran’s oil reserves 
available both for peacetime and for 
the vital defense of the free world. 

Of great importance is the fact that 
this aide-memoire has been worked 
out on a basis which is deemed fair 
to all, including other oil-producing 
countries in the Middle East as well 
as the governments and companies 
directly involved.” 

Standard of California—After these 
long months of negotiation, it is 
heartening to know that an essential 
agreement has been reached which 
will bring Iranian oil back into the 
world markets. It is hoped that sizable 
production in Iran can begin this year, 
if the final operating arrangements 
can be worked out by that time within 
the broad framework of the agree- 
ment announced today. 

We cannot disregard the impor- 
tance to Iran of revenues which she 
will derive from re-established pro- 
duction of oil, her greatest natural re- 
source. In addition, we should all be 
thankful for the improved economic 
climate which it will provide, a con- 
dition so necessary to furthering of the 
objectives of world peace. 

Socony-Vacuum—tThe return of 
Iranian crude oil and refined products 
to world markets will be gradual. For 
that reason we do not believe these 
markets will be substantially affected. 


THE ROAD BACK 


In 1950, the last full year before 
nationalization, Iran’s crude oil out- 
put was about 222,000,000 bbl. 

When Iran nationalized in mid- 
1951, the main oil installations built 
and operated by the Anglo-Iranian Oil 
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OIL TANKERS will soon resume loading Iranian products at the Abadan docks 





What's a Consortium? 


A consortium (pronounced 
kon-sor’shi-um) is any inter- 
national business or banking 
combination formed (in the case 
of the oil consortium) to assist 
a nation. Members of the Iranian 
consortium are Anglo-Iranian 
Oil Co., Standard Oil Co. (New 
Jersey), Socony-Vacuum Oil 
Co., The Texas Co., Gulf Oil 
Corp., Standard Oil Co. of Cali- 
fornia, Royal Dutch/Shell and 
Compagnie Francaise des Pe- 
troles. 











Co. were: 

e Abadan Refinery: Built in 1913 
to operate about 2,800,000 bbl. of 
crude, it refined over 140,000,000 bbl. 
in 1950. In 1950 also, the Anglo-Iran- 
ian tankers called 1,899 times at the 
refinery’s 16 oil jetties to pick up the 
products. 

e Bandar Mashur: East of Abadan, 
and also at the northern end of the 
Persian Gulf, this is the main crude 
oil loading port, lifting 40.6 million 
bbl. in 1950. Oil came from Agha 
Jari, Pazanun and Gach Sarah oil 
fields, in foothills of the Zagros Moun- 
tains. The port has four leading 
berths and the storage capacity of 
about 1.5 million bbl. 

e Oil Fields: Masjid-i Sulaiman in 
1950 had 30 producing wells with 
the output of 19.6 million bbl; Haft 
Kel that year produced 63.7 million 
bbl.; Agha Jari accounted for almost 
half of Iran’s output in 1950—109,- 
000,000 bbl. from 16 flowing wells. 
Smaller fields include Naft Safid (8.4 
million bbl. in 1950), Lali (5.0 mil- 
lion bbl.), and Gach Saran (14.0 mil- 
lion bbl.). ° 

Filling the Gap—When Abadan 
closed, a products deficit immediately 


NATIONAL 


sprang up in the Far East. However, 
this deficit was overcome much more 
rapidly than most oil men anticipated. 
During the last half of 1951 and 
throughout most of 1952, The Asiatic 
Petroleum Corp., buying for countries 
cut off from supplies at Abadan, 
picked up an average of 4,000,000 
bbl. per month of crude and products 
at U. S. Gulf and Caribbean points. 
Currently, however, avgas is virtually 
only the product sought in the U. S. 
markets to cover the gap formerly 
supplied by Abadan. 

Since 1951 also, Anglo-Iranian took 
steps to maintain its products position 
in the Far East. The company had 
14 other refineries, but nothing East 
of the Suez to fill the 560,000-b/d 
gap created by loss of Abadan. 

Meanwhile, the company was able 
to furnish crude oil against its big 
sales commitments—to affiliated Jer- 
sey Standard companies and to Socony- 
Vacuum—from its share in the very- 
much-stepped-up output of Kuwait 
and Iraq Oil companies. 

Added to its refinery construction 
and product purchases since Abadan, 
Anglo-Iranian also entered into proc- 
essing agreements with many refineries 
on the European continent, plus ex- 
change arrangements by which the 
company gave up products in United 
Kingdom and picked up comparable 
oil in Persian Gulf. 

The result has been that Anglo- 
Iranian today, with modernizations of 
its existing refineries in Scotland, Eng- 
land, Germany, Belgium, and France, 
has emerged in 1954 as a stronger 
refining and marketing company than 
in 1951, when its largest single over- 
seas investment was nationalized by 
Iran. (It has been announced in Iran 
that Anglo-Iranian will receive ap- 
proximately $70 million compensation 
for its 1951 losses in Iran). 
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NATURAL HARBOR at Port Jefferson on north shore of Long Island, N. Y. 
Existing terminal of Esso Standard is at left center 


New Deep Water Terminal Eyed 


Land for a new deep water 
oil terminal at Port Jefferson, 
on Long Island sound has been 
placed under option by Consoli- 
dated Petroleum Terminal, Inc., 
a newly formed corporation. 

Construction of the new terminal, 
if carried out as planned, will include 
dredging the present Port Jefferson 
yacht basin to a depth that will ac- 
commodate a T-2 tanker after 20- 
30,000 bbl. of cargo have been un- 
loaded by barge. It is hoped that oil 
companies that now have barge ter- 
minals in the harbor will make use 
of the new deep water facilities. 

Representing the terminal company 
in preliminary negotiations are: Harry 
A. Gilbert, president Oil Transfer 
Corp., and Chemical Tankers, Inc., a 
subsidiary; Allan H. Hand, consult- 
ant; and Frederick W. Bickmann, Jr., 
counsel. Both Gilbert and Hand were 
Petroleum Administration for War 
men in Washington during World 
War II. Hand was at one time with 
Union Oil Co. of California. Bick- 
mann is attorney for the Gilbert en- 
terprises. 

Immediate efforts will be made to 
interest potential users of the terminal. 
The principals point out that several 
of the oil companies marketing in 
the Long Island area now move prod- 
ucts from the Gulf, unload at deep 
water terminals elsewhere in New 
York harbor, then barge products to 
the numerous barge terminals along 
the shores of Long Island. 

The tankers can be moved into the 
Port Jefferson harbor, instead. This 
can be accomplished by taking off part 


of the cargo, which can be moved by 
barge to other Long Island terminals 
nearby, in the same manner as tank- 
ers are now lightened for the trip up 
river to Albany. 

It is planned to dredge at Port 
Jefferson to a low-tide depth of 20 ft., 
which will give a high-tide depth of 
26-27 ft. 

The option of the harbor front 
property runs for 90 days from Aug. 
4, with 45 additional days to close 


title. Price was fixed by agreement 
with the Brookhaven Town Board of 
Trustees, which has jurisdiction over 
the Port Jefferson harbor, at $250,000. 
Principals of Consolidated say that fi- 
nancing of the project is assured. 
When and if customers are signed up, 
actual construction will be started. 


Memphis Headquarters 


For Valley States Oil 

Memphis, Tenn., will be the head- 
quarters of Valley States Oils, Inc., 
new marketing company organized by 
Kerr-McGee Oil Industries and Sun- 
ray Oil Corp. Appointment of person- 
nel and selection of office space will 
be made soon, according to James J. 
Kelly, vice president. Kelly will remain 
active with Kerr-McGee, leaving the 
operation of Valley States to the new 
staff. 

The new company will market to 
jobbers only, and plans no brand pro- 
motion or direct operations of any 
kind. It was formed largely as a con- 
venient sales agency for the two par- 
ent corporations, both of which have 
expanded refining capacity. (For other 
details see NPN p. 15, Aug. 4.) 


Unions Talk Merger Plans 

Rank-and-file committees of Oil 
Workers International Union and 
United Gas, Coke and Chemical 
Workers, which represent about 200,- 
000 CIO workment, are in Washington 
discussing merger plans aimed at in- 
creased bargaining power. 
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pull customers into their stations. 





Giant Signboards Attract Customers 


@ Phillips Petroleum distributors are using these giant display boards to 
They are made available through the 
new Phillips Highway Sign Program, which includes a maintenance sched- 
ule for keeping the signs in condition. Each sign provides 130 sq. ft. of 
advertising space. Scotchlite sheeting reproduces the message in full color 
at night. The signs are made by National Advertising Co., Waukesha, Wis. 





August 11, 1954 +» NATIONAL PETROLEUM 








Oakland Retailer Seeks 
Recall of Councilmen 


Walter Simas, owner of a self-serve 
station chain in Oakland, Calif., has 
launched a campaign to recall the 
Oakland city councilmen who recently 
shunted aside an attempt to lift Oak- 
land’s ban on self-service stations. 

The list of officials to be placed on 
the recall petition will follow an “in- 
vestigation of each elected official in 
turn,” Simas said. He is recruiting 100 
volunteers who will incorporate and 
wage the campaign as a non-profit 
organization. 

Previously, Simas had persuaded 
8,000 Oakland citizens to petition 
the city council to change the ordin- 
ance and permit self-service stations. 
Under city law, that forced the coun- 
cil to pass the ordinance or schedule 
a special election. 

Rather than hold an_ expensive 
special election, the council passed 


the ordinance, but postponed its effec- 
tive date until next spring’s general 
election, when voters will decide its 
fate. 

Meanwhile, Oakland still has a ban 
on self-service gasoline stations. 


GENERAL SALES OFFICE 
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Simas’ campaign roused the Cali- 
fornia Gasoline Retailers and their 
secretary, E. L. McKinney, who 
charged Simas with “seeking indi- 
vidual privileges without regard to 
public welfare or desire.” 

McKinney said the CGR will take 
“positive action” against Simas’ efforts 
but declined to say what the action 
will be. He promised to bring up the 
issue this week at the National Con- 
gress of Petroleum Retailers at San 
Francisco. 


Name Plate on New Cards 


Standard Oil of Kentucky is follow- 
ing the lead of 11 other major oil 
companies and mailing customer 
credit cards with a metal name and 
address plate attached. 

The new cards are inserted in an 
imprinting device, which can be 
mounted on the side of a gas pump. 
A pull on a lever prints the con- 
sumer’s name and address at the top 
of the sales invoice. The imprinting 
device is mounted on top of a metal 
case containing the sales slips and 
costs dealers $15. 

Ten other oil companies use a check 
book type credit system and seven still 
use old type cards. 


INDUSTRY BRIEFS 


The legal row over who will pipe 
natural gas into the Pacific Northwest 
may stretch out over a year, according 
to the Westcoast Transmission Co. 
Westcoast is fighting in Federal Court 
the Federal Power Commission ap- 
proval for Pacific Northwest Pipeline 
Co. to pipe in gas from the Southwest. 
Westcoast would import gas from 
Canada into the Northwest. 





A total of 3,026,000 gasoline en- 
gines, excluding automobile and air- 
craft engines, were built during 1953, 
according to the U.S. Bureau of the 
Census. The figure represents a 3% 
increase over 1952 production. Diesel 
engine output was 3,000 units below 
the 1952 figure. Outboard engine pro- 
duction was responsible for the in- 
crease, the bureau reported. 


A Federal Power Commission re- 
port predicts annual energy consump- 
tion in the U.S. will increase more 
than three-fold from 1953 to 1975. 
Estimated increase is from about 440 
billion kilowatt hours to more than 
1,350 billion kilowatt hours. The re- 
port is available at 20¢ a copy from 
Publications Division, FPC, Washing- 
ton 25, D.C. 





TO GIVE YOUR CUSTOMERS... 
TOP LUBRICATING PERFORMANCE 
IN ALL KINDS OF WEATHER! 


Yes, you can give your customers an oil 
that will lubricate car, truck and tractor 
motors thoroughly, winter, summer. spring 
or fall...temperatures make no difference 
to Champlin Heavy-Duty HI-V-I, Mil-0-2104 
in the can with the wide blue band. Highly 
heat resistant, Heavy-Duty HI-V-I motor 
oil gives a dependable film of protection 
to engines operating under severe service. 


Recommended by the American Petroleum 
Institute for services MM-MS-DG, HI-V-I 
does a better job of lubrication! Your cus- 
tomers will find it habit-forming! 


INING COMPANY 


ENID, OKLAHOMA 


Complete warehouse stocks of HI-V-I 
motor oil are available at: Enid and 
Obklah City, Okl | < 
Omaha; Grand Island and Lincoln, 
Nebraska; Hutchinson, Kansas; Mason 
City and Rock Rapids, lowa; Denver, 
Colorado, and Amarillo, Texas. 
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FINANCIAL 


Oil Companies Report Mid-Year Earnings Up 


As the mid-year earning re- 
ports of the oil industry roll 
in, the trend appears to be en- 
couraging, with earnings of a 
representative group of big 
companies 8.6% over mid-year, 
1953, reports. 

Shell Oil Co. so far has scored 
the largest gain among U. S. majors, 
with an increase of 25% over June 
3, 1953. The reason for Shell’s ad- 
vance seems to lie in its sales, which 
showed an increase of $51.3 million 
over June 30, 1953. Its gross income, 
before federal taxes, was some $12 
million higher than mid-year, 1953. 

Of the 17 companies included in 
NPN’s figures, nine showed an in- 
crease over 1953, seven showed a 
decline since 1953 and one showed no 
change. Of the companies showing 
gains, all were at least 9% over 1953. 
At the same time, losses for the most 
part were light, the largest being 
16.8% under 1953. 


INDUSTRY COMMENTS 


Oil industry leaders had these com- 
ments to make on the mid-year finan- 


cial situation: 

Some of the oversupply pressure 
will be taken off the petroleum indus- 
try as a result of an increase in gaso- 
line and distillate consumption, pre- 
dicts R. G. Follis, chairman of the 
board of Standard Oil Co. of Califor- 
nia. He says the oversupply problem 
is less severe on the West Coast than 
on the East, except for some accu- 
mulations of heavy oil stocks in the 
West. 

Follis also expects oversupply to be 
cut back as a result of materially re- 
duced allowables for Texas and 
Louisiana, by cutbacks in refinery runs 
and by a reduction in imports. 

Reese H. Taylor, president of 
Union Oil of California, a company 
that showed a slight dip in its mid- 
year 1954 report, predicts a long- 
term improvement if imports of 
foreign petroleum are reduced to what 
he calls “a more reasonable” level. 

Taylor said Union’s decline resulted 
from increased exploration, higher 
operating expenses and more severe 
competition. He blames the latter on 
excessive first-of-the-year inventories 
and claims total oil supply still ex- 
ceeds the demand. 

In its mid-year report to stock- 
holders, The Texas Co.’s chairman 
of the board, J. S. Leach, and Presi- 
dent Augustus C. Long make a plea 


Name 
Arkansas Fuel Oil Corp. 
Atlantic Refining Co. 
Lion Oil Co. 
The Ohio Oil Co. 
Phillips Petroleum Co. 
Richfield Oil Corp. (Cal.) 
Shell Oil Co. 
Sinclair Oil Corp. 
Socony-Vacuum Oil Co. 
Standard Oil Co. (Cal.) 
Standard Oil Co. (Ky.) 
Standard Oil Co. (N.J.) 
Standard Oil Co. (Ohio) 
Sun Oil Co. ; 
Sunray Oil Corp. 
The Texas Co. 
Union Oil Co. of Cal. 
Totals 
Average 


JUNE 30, 1954 EARNINGS REPORTS 
1953 1954 


$ 2,320,939 


$779,323,774 
$ 45,842,574 


% Change 

$ 3,937,310-a +69.6% 
19,837,000 
6,067,300 
19,493,031 
37,918,723 
12,393,626 
63,435,549 
36,515,125 
88,000,000 
104,043,923 
6,382,000 
293,000,000 
8,044,035 
20,407 ,464 
11,622,813 
97,480,845 
17,687,935 
$846,266,679 
$ 49,780,392 


22,574,000 

5,245,858 
20,399,931 
34,224,846 
12,989,344 
50,744,359 
30,279,126 
88,000,000 
91,373,736 


13,974,224 
85,980,121 
17,807,464 


a-Includes earnings of Arkansas Louisiana Gas Co. acquired April, 1953 


for retention of the 27.5% depletion 
allowance and say any curtailment of 
the law on the part of Congress would 
discourage independent oil drillers and 
decrease wildcat oil operations as a 
whole. They said the stability of the 
entire industry would be adversely af- 
fected if the depletion allowance is 
reduced. 

Standard Oil of Ohio, which 
showed a 5.4% decline in net earn- 
ings, blames the drop on increased 
competition and oversupply. Sohio 
made several reductions in the price 
of gasoline, both wholesale and retail, 
resulting in a 1.6¢ per gal. drop. 

However, according to A. A. Stam- 
baugh, chairman of the board, and 
C. T. Foster, Sohio president, the 
company is in a good position to 
challenge intense competition as a 
result of recently completed manu- 
facturing and marketing facilities. 
The Sohio officers claim, though, that 
present prices do not compensate for 
the increase in production costs. 


REASONS FOR CHANGES 


The most phenomenal gain in earn- 
ings among United States oil com- 
panies at mid-year, 1954, was made 
by Arkansas Fuel Oil Corp., a Cities 
Service Co. subsidiary. Arkansas 
Fuel’s net earnings were 69% higher 
in June, 1954 than in June, 1953. 

Reason for a good share of the 
sudden lift, was the addition to Arkan- 
sas Fuel in April, 1953, of the stock 
of Arkansas Louisiana Gas Co., an- 
other Cities Service subsidiary. Ap- 
proximately $670,000 of Arkansas 
Fuel’s $1,616,371 in additional earn- 
ings resulted from the exchange with 
Arkansas Louisiana Gas. 

Standard Oil of New Jersey ex- 
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Mid-year earning reports of four other 
American majors, received too late to be 
tabulated, include Cities Service, Humble, 
Deep Rock and Standard of Indiana. All 
showed declines from the first six months 
of 1953. Cities Service net earnings at mid- 
year, 1954, were 17.1% off 1953; Humble 
dropped 6.0%. Deep Rock showed the big- 
gest drop with 47.1%, and Indiana Standard 
was down 3.1%. 





plained its $25 million increase in 
earnings as coming for the most part 
from European and North African 
affiliates that are being restored to 
Jersey’s consolidation because of im- 
proved economic and foreign ex- 
change conditions in those areas. 
Since 1939, only dividends actually 
received from these affiliates were in- 
cluded in Jersey Standard’s con- 
solidated earnings. Jersey’s production 
showed a 2% increase in the first 
six months of 1954 and its total 
sales in the first half of 1954 were 
$2,792,000,000, an increase of $96 
million over a like period in 1953. 


EXPLORATION COSTLY 


Nearly all companies mentioned 
rising costs of exploration and wild- 
catting in the mid-year reports. 

Standard Oil of Ohio resumed nor- 
mal operations in the Spraberry field 
in West Texas and added 52 new 
wells in that area to raise its mid- 
year production figure 10% over June, 
1953. As a result of regulatory meas- 
ures imposed by several oil producing 
states, Sohio’s current production level 
is slightly below its daily average for 
the first half of 1954. 

Sohio spent $1,118,705 on explora- 
tion, conducted principally in the off- 
shore areas of the Gulf of Mexico. 
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PRICES 


Ruling Can Effect Detroit Case 


A hearing examiner of the 
Federal Trade Commission last 
week made a ruling that clearly 
gives the new Republican ma- 
jority at FTC an opportunity to 
change some of the Robinson- 
Patman Act interpretations used 
by the old commission to win 
cases against businessmen. 


VIKING 


The case involves the heart of the 
same law that has enmeshed FTC 
and Standard Oil of Indiana in the 
“Detroit Case’”—when Indiana Stand- 
ard gave some of its distributors vol- 
ume discounts it did not grant others. 

The ruling involves C. E. Niehoff 
& Co., A Chicago auto parts maker, 
and discounts it granted to jobbers, 


PUMPS’ 


Complete Oil Equipment Line 


now available with 


FIG. 4162 


All-weether Single Unit 
20 to 200 GPM SIZES 
MECHANICAL SEAL EQUIPPED 


MECHANICAL 


The new Viking packaged mechanical seal is available on all the 


following Viking Pumps: 


Totally enclosed Single Units 
Totally enclosed Twin Units 


Standard Twin Units 
Standard Multiple Units 


Standard Single Units 
Truck Mounting Pumps 
LP-Gas Pumps and Units 
Underwriters Approved Units 


The seal is a simple, packaged unit, providing leakless 
operation and eliminating the attention required of 








many packed type pumps. 
Investigate today these outstanding mechanical seal 
equipped units. 


a Send for special folder SP-336R. 


TATE Te 


PUMP COMPANY 


CEDAR FALLS, IOWA 





based on annual volume of purchases. 
The Act says a manufacturer or dis- 
tributor cannot sell identical items to 
competing customers at different prices 
that favor one over the other. Unless 
you can prove: 

1. You cut prices in a “good faith” 
meeting of a competitor’s lower price. 

2. Your discounts to a customer 
can be justified on the basis of cost 
savings in moving a large volume of 
your goods, such discounts are illegal 
price discriminations. 

Niehoff, which sells about $2 mil- 
lion worth of ignition parts, auto 
brake parts and testing equipment 
annually, gave its jobber customers 
discounts varying with the size of 
their annual purchases. Thus, while 
some of its 926 jobbers got no dis- 
counts at all, others got discounts 
ranging up to 10-plus-7%. 

FTC Examiner Frank Hier’s ruling 
against Niehoff is founded on the 
Morton Salt doctrine, spelled out by 
the Supreme Court, which borders 
on a “per se” approach to prov- 
ing violation of the Robinson-Patman 
ban on price discriminations. That is, 
once it’s shown that price differen- 
tials were granted competing cus- 
tomers, that customers would buy 
from a competitor for a few cents 
difference in price per item, then there 
is a “reasonable possibility” the dis- 
counts will injure competition, and 
a violation is proved. Actual injury 
to competition doesn’t have to be 
proved. 

The Good Faith Angle—Hier 
passed another hot potato up to the 
full commission, too, one more di- 
rectly involved in the Standard Oil 
case: How does a seller prove he 
was in good faith trying to meet an 
equally low price of a competitor? 
Hier again based his findings on a 
Supreme Court ruling, which said 
meeting competition is a defense only 
if the price discrimination is (1) tem- 
porary (2) localized (3) individu- 
alized as to a particular competitor 
(4) not part of a pricing system and 
(5) defensive, rather than aggressive. 

Hier took note of Niehoff’s expla- 
nation why it could not meet these 
requirements—including that to es- 
tablish a uniform price to all and 
then deviate from it only in individual 
localized instances would put it out 
of business—and said they were per- 
suasive. But he turned them down 
anyway, quoting a legal maxim that 
“hardship cases make bad law.” This 
too would seem to put the new com- 
mission’s emphasis on a “rule of 
reason” approach to cases to the test. 

Both Niehoff and FTC’s lawyers 
have given notice they'll appeal. 
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PUBLIC RELATIONS 


‘Lucky Folders Spur 


This year Oil Progress Week 
probably will have more support 
from the service station dealer 
than it has had in its seven-year 
history. 

Reason is the “Lucky Folder” plan, 
first used in Houston last year, where 
it was a whopping success. The plan 
offers an all-expense tour to the 
customer holding a “lucky number” 
received at a service station. 

Now, with OIIC support, the pro- 
gram definitely will-be used by dealers 
in 17 cities, nine other cities are con- 
sidering it; and plans are under way 
this week to promote it in greater 
New York. 

The plan has already been endorsed 
by the Gasoline Merchants of Brook- 
lyn, Inc., the Inter-City Gasoline Deal- 
ers Assn., and the Long Island Gas- 
oline Dealers Assn. 

Use in New York of the program 
for the upcoming Oil Progress Week 
Oct. 10-16 would give the “Lucky 
Folder” feature an “acid test.” It 
would mean that the OIIC and dealer 
associations must whip up enthusiasm 
for the plan among thousands of 
gasoline dealers in New York City 
and surrounding areas— with the 
added burden of limited time. Just 
eight weeks remain until Oil Progress 
Week. 

Plan Objectives—The “Lucky Fold- 
er” plan, a simple one, achieves two 
objectives: 

1. It gives the dealer an active role 
in Oil Progress Week. 

2. It gives the dealer’s customers 
basic information about the dealer 
and about the oil industry. 

More important—the dealer likes it. 

He likes it because it promotes 
him as a respected business citizen. 
And it makes his neighbors and cus- 
tomers appreciate his service. 

This is how the “Lucky Folder” 
plan works. A brochure or folder 
is given to each customer at the 
service station during Oil Progress 
Week. Each folder has a lucky number 
printed on it, plus a perforated coupon 
with space for the customer’s name 
and address on one side and the 
lucky number repeated on the back. 
The customer fills out his name and 
address and gives the coupon to the 
dealer, retaining the folder until the 
winner is announced. At the end of 
the week, a drawing is held to deter- 
mine the winner. 

The prize is a trip for two—all 
expenses paid. In Houston last year, 


Dorr Weekley 


Dealer Interest 


‘ 


; 


Price Grinnell 


GASOLINE DEALER Nat Dorr, president, Gasoline Merchants of Brooklyn, Inc., 
explains some of his ideas for the “Lucky Folder” program to Weldon Weekley, sales 
promotion consultant from Houston; Charles Price, Manhattan district manager, Socony- 
Vacuum; and Fred Grinnell, OIIC district representative, New York, New Jersey 


it was a trip to Mexico City via Pan 
American World Airways (for details 
of the Houston program see NPN 
May 26, 1954, p. 25). 

Dealer Emphasis—The brochure is 
so designed that the first two pages 
are devoted entirely to the dealer. 
Although each city will have its own 
brochure, all are designed along the 
same lines. That used in Houston 
last year pointed up in pictures and 
words the free services a dealer pro- 
vides. 

The third page of the folder de- 
scribes the all-expense paid trip, and 
the fourth page is devoted to over-all 
Oil Progress Week promotion. 

This year, many of the folders will 
feature a personal message from the 
dealers. 

Program Designer—The lucky fold- 
er program was designed under the 
guidance of Weldon T. Weekley, an 
advertising and sales promotion spe- 
cialist in Houston who is a former 
major oil company man. He was with 
Humble Oil for some 14 years before 
he went into business for himself. 

Weekley, the Houston oil company 
representatives and OJIC put tre- 
mendous effort behind the program. 
Attesting to that is the fact that the 
“Lucky Folder” program was started 
in Houston last year after dealers there 
signed a resolution that they would 
not cooperate or even participate in 
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Oil Progress Week. Against such odds, 
the Lucky Folder program was used 
by 950 dealers out of some 1,100 
in the Houston area and approximately 
180,000 folders were distributed. 

Here’s what H. C. Parrish, president 
of the Greater Houston Service Sta- 
tion Assn. says about the program. 
“Some dealers in previous years had 
been put on Oil Progress Week com- 
mittees, but were never given a job to 
do. We didn’t like that, and early in 
1953 our directors voted not to par- 
ticipate in Oil Progress Week. Then 
the Houston committee came around 
with a program that made sense to us 
—we got back of it 100%. 

Here’s how the plan is presented: 

Presentation—First, a dealer group 
is consulted. If there is no dealer 
organization in the city, the plan is 
presented to a representative group 
of dealers. Then the OIIC meets with 
oil company representatives. At this 
meeting, they learn how many stations 
might participate. The next step is a 
dealer rally, usually a picnic supper 
for dealers and their wives. The plan 
is explained in very thorough detail, 
with dealer benefits being the big talk- 
ing point. 

Oil company salesmen deliver the 
packaged folders to the dealers at the 
stations. The dealer pays about three- 
fourths of the cost, amounting to an 
average of $10 to $16. 
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Oil Progress Week: Accent Is on the Dealer 


Oil Industry Information committee has almost everything ready 
to go for the industry’s seventh Oil Progress Week. ‘ 
e slogan “Oil Serves You” will be carried to 150 million Ameri- 

cans Oct. 10-16 when oil men get together to tell the consumer what 


he gains from the competitive 
character of the industry. 

Emphasis is on the service 
station dealer this year and a 
strong program has been set up 
for jobbers. , 

OIIC has put together a wealth 
of material to meet the needs 
of every oil man, company or 
organization in reaching every- 
one from stockholders and 
employes to civic leaders and 
customers. 

Except in the case of a few spe- 
cialty items, which are not stocked 
by OIIC and must be ordered direct 
from the manufacturers, orders may 
be sent to the district office covering 
the buyer’s state. 

Orders also will be taken by the 
Sales Department, American Petrol- 
eum Institute, 50 W. 50th St., New 
York 20, N.Y. 

OIIC is urging co-operation from 
every oil man in every phase of the 
industry to dramatize oil and point 
up the benefits that flow with it to 
American consumers. OIIC is look- 
ing for special reports by oil men at 
gatherings of all kinds throughout 
the country to do the word-of-mouth 
job of mass education for the in- 
dustry. 

“Live” promotion will be carried 
on through business and _ civic 
luncheons, dinners and other gather- 
ings, radio and television shows, 
exhibits, displays, open houses, 
parades and other events. 

In addition, oil men are expected 
to flood the countryside with special 
newspaper promotions and pamph- 
lets, booklets, billboard advertising, 
lapel buttons and leaflets provided 
by OIIC. 

The “big shot” throughout the pro- 
gram is the local oil man, working 
on a home-town basis—a local towns- 
man talking to his friends, neighbors 
and customers about his business and 
how it serves them. 

Here is a list of the material avail- 
able: 

Committeeman’s Booklet — Practi- 
cal suggestions on how to plan and 
execute effective OPW activities are 
included in Blueprint for Success, an 
8-page, two-color booklet. Ideas and 
tips are included on speeches, films, 
radio, newspaper contact, exhibits, 
community meetings, special events 
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and other phases of the program. The 
booklet is available free of charge. 

Dealer Promotion Folder—Also of- 
fered free of charge, this folder is for 
the dealer. It lists Oil Progress Week 
activities best suited to his needs that 
he may undertake along with others 
in his community. It is illustrated with 
photographs of available Oil Progress 
Week materials. 

Souvenir Book—The story of Col. 
Edwin L. Drake, who brought in the 
first oil well almost a century ago at 
Titusville, Pa., is told in this 16-page, 
four-color cartoon story book. It is 
suitable for distribution at showings 
of the film The Story of Colonel 
Drake, for mailing or distribution at 
public gatherings. It also can be used 
at open houses, community - leader 
meetings and other events. Price $4.50 
per 100. 

Special Film — Vincent Price is 
starred as Col. Drake in The Story 
of Colonel Drake, a 29-minute Tech- 
nicolor movie on the birth of the oil 
industry. It concludes with views of 
the modern industry. The film, avail- 
able in both 16 and 35 mm. is suit- 
able for schools and all general au- 
diences. It is not available for public 
showing until Oil Progress Week. Pur- 
chase price is $125 for 16mm and 
$350 for 35mm, but the supply is 
limited so orders should go in early. 
In some cases, film loans can be ar- 
ranged through district OIIC offices 
or through major suppliers who have 
copies of the film available. 

Window Poster—This piece car- 
ries the “Oil Serves You” slogan and 
is designed for the windows of serv- 





The Jobber’s Story 


The Oil Industry Information 
Committee points up the job- 
ber’s part in Oil Progress Week 
with a special booklet called 
When You Help. It tells the 
story, in pictures and words, of 
what jobbers have done and can 
do to help promote the oil in- 
dustry during its special week. 

Copies are available from 
OIIC district offices or from 
American Petroleum Institute at 
50 W. 50th St., New York 20, 
N.Y. 
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ice stations, stores, offices and other 
locations. It is made of transparent 
cellulose-acetate and is a 20 by 8- 
inch reproduction of the 1954 outdoor 
billboard poster (tank truck with a 
family car in the foreground). Only 
the printed area is opaque, so it does 
not block window visibility. Price $6 
per 100. 

Pump Island Banner—This banner 
carries the slogan in brilliant litho- 
graphed blue and red Day-Glo on 
cloth. Measuring 68 x 36 inches, it 
carries tie ropes for use at service sta- 
tions and other locations and as a 
backdrop for meetings, exhibits and 
displays. It also is useful for TV pro- 
grams. Price $2.50 each. 

Fuel Oil Banner—This is a com- 
panion for the pump island banner 
designed for use by jobbers and heat- 
ing oil companies. It carries a picture 
of a fuel oil truck and is done in the 
same material and size as the pump 
island banner. Price $2.50 each. 

A-Board Poster — Featured is the 
photograph from the OIIC “Moscow 
Service Station” advertisement. The 
art area is 2742 by 38 inches sur- 
rounded by a white border trimmed 
to fit the customer’s A-boards. Maxi- 
mum width is 42 inches, maximum 
height 56 inches. Minimum measure- 
ments are 272 by 38 inches. Order 
in lots of 100 or more and state size 
required. Price $30 per 100. 

Bumper Strips — Essentially the 
same as pump-island and fuel oil 
banners, the strips will adhere to any 
clean surface when the backing is 
peeled off. Two sizes (52% by 5% 
inches and 17% by 3% inches) are 
designed for oil trucks and transports 
and automobiles respectively. They 
also are suitable for placing in many 
other location. Minimum order is 20 
strips of one size. Large size—$20 
per 100. Small size—$5 per 100. 

Lapel Button — This small metal 
button is a one-inch-wide replica of 
an oil truck. Blue lettering “Oil Serves 
You” appears on a red background. 
Sold only in boxes of 500 buttons. 
Price $2.50 for box of 500. 

Date Poster—The transparent cellu- 
lose-acetate poster harmonizes with 
the other Oil Progress Week window 
poster and bears the wording “An- 
nouncing Oil Progress Week—Oct. 
10-16.” The 12-by-4-inch poster may 
be used with the window poster or 
separately. It is removed easily after 
use. Price $3 per 100. 

Envelope Enclosure — This little 
six-page folder, called Haven on the 
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‘or BUTLER ? 1 , 4 
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gallons a day than 
old-fashioned units,” 


—~ 


aa x Liquid Fuels Company, Chicago, Illinois 
“auld FUELS co 


LIQUID FUELS C0. J 


Jjvwe* a —— ee says Mr. E. A. Roehling, President 


HES Ye 


“Our Butler truck tank helps us make more deliveries per mile 
of travel,’ says Mr. Roehling. 


“Its big, 1800-gallon capacity means less backtracking to re- 
load. And its short design enables my drivers to get through 
tight ‘““T”’ alleys without backing. The handy rear controls cut 
time on every stop. Drivers can deliver from either side, too. 

‘Butler delivered this truck tank from stock — mounted and 
ready to go in just four days after we furnished the chassis.” 


A Butler route-matched fuel oil truck tank can deliver more 
gallons per day with each truck and driver on your routes. 
Write today for complete information. 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
913 Avenue W, Ensley, Birmingham 8, Alabama 


rep, pRowwe Dept. 54, Richmond, California 


Another superior Butler fuel oil tank— 
the 1500-gallon Suburban—combines 
streamlined appearance with short design. 


Manufacturers of Oil Equipment * Steel Buildings * Farm Equipment * Dry Cleaners Equipment * Special Products 
Factories located at Kansas City, Mo. * Galesburg, Ill. + Richmond, Calif. + Birmingham, Ala. * Minneapolis, Minn. 
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PUBLIC RELATIONS 


Highway, is going fast. One company 
has an order in for 500,000. It is de- 
signed for oil company mailings to 
customers, employes, stockholders, 
and others, and as a handout piece at 
service stations, meetings and ex- 
hibits. The folder is written to give 
recognition to the service station Oper- 





print if desired. Cloth-backed copies 
of the poster can be used as a back- 
drop at meetings, TV shows or dis- 
plays or to hang outside buildings, on 
floats in parades, and on oil installa- 
tions. Price $3 a set for poster and 
$25 each for cloth-backed copies. 
Exhibits—Three displays depict the 


ator and his services for the motorist. 

Billboard Poster—-The 24-sheet 
billboard piece is prepared for use in 
connection with Oil Progress Week, 
but not dated. The poster is printed 
in eight colors and has space for im- 


roles played by oil people in provid- 
ing service to the community. They 
may be used singly or in combination 
or as focal points of product and 
other exhibits. Your Neighbor is an 
Oil Man is done in six-color card- 





“ECONOMY” BALANCER IN OPERATION 


“ECONOMY” 
READY FOR STORAGE. 
AVAILABLE IN 3 MODELS: 
ECONOMY — DE-LUXE — 
TWIN MOTOR DE-LUXE, 


BALANCER 


A COMPLETE 7 BEAN 


BALANCING DEPARTMENT FOR LESS THAN $300! 


Boost your profit up to $2,000 a year with John Bean “on-the- 





” 


car" wheel 


balancing service. Remember, 8 cars out of 10 


need balancing service. 
The John Bean “Economy" Wheel Balancer is: 


Complete . . . includes On-The-Car Balancer, Jiffy Stool, Spin-it Wheel Spinner, 
Wheel Weight Tool, Vibration Indicator, Run-Out Gauge .. . leverything you 
need for customer service). 

Faster . . . wheels can be balanced without removing hub caps or trim rings. 
More Accurate . . . you know exactly how much weight is needed — and exactly 
where to place it. 

Easier . . . you make only 2 simple adjustments to balance a wheel. 

More Compact . . . stores in 2 sq. ft. of space. 

Safer . . . FOUR FAST-LOCK clamps secure balancer to the wheel. 


| John Bean Division, Lansing 4, Mich. 

JOHN BEAN DIVISION | 
Food Machinery and Chemical Corp. . ‘ . 
LANSING 4, MICHIGAN ; || Please send me complete information on the 


Wheel Balancer. 


Please arrange a Free Demonstration for me. 


“Economy” 

ALIGNERS * W 
KIDDER 
WASHER 
* ACCESSOR 


NAME - 
ADDRESS. 
city 
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| priced at $22 per 





board complete with flasher. Five 
“mobiles” swing free at the center. 
Price is $10.50 each. Portraits in Oil 
is a simulated wood frame with four 
interchangeable photos, including 
views of the industry’s production, re- 
fining, transportation and marketing. 
Price is $7.50, with extra photos and 
frames at $3 each. People in Petrol- 
eum is an automatic book, complete 
with a motor to turn the pages. The 
29'2-by 31%4-inch display is done in 
eight colors. The pages contain a se- 
ries of photographs of oil men at 
work, under the caption “Two Million 
Petroleum People at your Service.” 
There is a choice of a farm scene 


| photo or snow scene on page 8 and 


orders should specify which is de- 
sired. Price is $12.50. 

Take-Home Folders — The Magic 
Barrel is a six-page, take-home piece 
for Magic Barrel demonstrations, 
1,000. Truly a 
Ladies’ Man tells in six pages what oil 
products mean to the home and in the 
life of a woman. One use is as a take- 
home piece at Magic Suitcase demon- 
strations. 

Free Publicity Material—Included 
in OICC’s free material is a proof 
package of 52 ads for tie-in news- 
paper advertising. Included also are 
11 re-scales and nine drop-ins, plus 
an order coupon. Newspaper pub- 
licity material includes a news clip- 
sheet containing features, fillers and 
photographs and several pattern ed- 
itorials covering many facets of the oil 
industry. For radio and TV, OIIC has 
a set of spot announcements, pattern 
scripts running five or 15 minutes and 
a TV slide featuring a black and white 
reproduction of the 1954 billboard. 
Two pattern speeches can be adapted 
by a local oil man for a speech. 

Postage Meter Slugs—Several de- 
signs featuring the “Oil Serves You” 
slogan are offered. They fit all types of 
postage meters. They should be or- 
dered direct from Pitney-Bowes, Inc., 
Walnut and Pacific Sts., Stamford, 
Conn. Price is $12 each except for 
model DM machine at $9 each. Ship- 
ing charges and local taxes extra. 

Give-Away Novelties—A four-inch 
stick of petroleum-derived material to 
lubricate zippers carries the Oil Prog- 
ress Week slogan and company im- 
print. Minimum order is one gross at 
$15 from American Grease Stick Co., 
Muskegon, Mich. A three-dimensional 
red tag in the shape of an oil transport 
bearing the slogan is the main fea- 
ture of a special key chain. There is 
room for a company imprint. Mini- 
mum order is 200 from Calgift Corp. 
of America, 8 W. 45th St., New 


| York 36, N.Y. 
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/ssue after issue... 
=aamg 4 THE NEOPRENE NOTEBOOK 
\ Bee GIVES YOU— 


— @ New engineering information on neoprene, 
UUATES, continss 


ounce CVA og i Du Pont’s chemical rubber 


h 
— 


@ Detailed on-the-job reports showing how 
neoprene cuts replacement costs 


@ Case histories on how new products are 
developed. ..old ones improved... with 
neoprene 


FREE! Valuable information for you in every 
issue of the Neoprene Notebook. Timely, illus- 
trated articles on the properties and perform- 
ance of neoprene show how others have in- 
ee Mots creased production . . . reduced operating 
erent tones costs . . . with this durable chemical rubber. 
= Perhaps the Neoprene Notebook can help you 
solve a tough production problem, or suggest 
a way to develop or improve a product. Get 
your free subscription today by sending the 
coupon below! 





SEND THIS COUPON 
TO GET ON 
THE MAILING LIST 





Beene eee owen nn —== aaneanas 


E. I. du Pont de Nemours & Co. (Inc. 


Rubber Chemicals Division, NP-8 
Wilmington 98, Delaware 


Please send me the free 
The rubber made by Du Pont since 1932 “Neoprene Notebook” regularly. 


Name Position 








Firm 
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LIQUEFIED PETROLEUM GAS 


TRACTORS work cotton in fertile Rio Grande Valley. Farm machinery fuel business here is going to LP-gas. 


LP-Gas: Fast-Growing Invader Is Taking 


Gasoline and oil marketers in the Southwest are watching their 
lucrative farm business drain away, and it is liquefied petroleum 
gas that has pulled the stopper out. 

Every day more and more farmers are converting their farm 


machinery from gasoline to LP- 
gas fuel systems. There is one 
area, in particular, where this 
problem is especially acute. 
This is in Texas’ rich lower Rio 
Grande Valley, where a number of oil 
marketers estimate they have lost 
about 30% to 35% of their farm 


gasoline accounts to LP-gas distribu- 
tors since 1950. 

By 1957, these same marketers fear 
the conversion will reach as high as 
85%. 

The big switch to LP-gas is more 
keenly felt in the “Magic Valley,” be- 


cause farming is to this relatively small 
area of Texas what the automobile is 
to Detroit. 

Opened in 1904, when a railroad 
was laid across the King Ranch, this 
area is only some 60 miles long and 
30 miles wide. But farmers produce 
one crop or another pretty well the 
year around, with cotton, citrus fruits 
and spring vegetables the largest in- 
come crops. 

It’s also an area where a 2,000-acre 


ei putt) 7 Re 


diana it 


GASOLINE BUSINESS is still good for Consignee George Gray, but he is selling LP-gas to meet competition 
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CITRUS CROPS, another big business in the Valley, need good care, and it takes lots of machinery to do it 


Farm Accounts By Storm 


farmer will operate 12 or more trac- 
tors, plus irrigation pumps and other 
fuel burning equipment. 

The Best Is Gone—What hurts the 
gasoline marketer more than anything 
else is that the LP-gas boys are getting 
the “cream” of the farm accounts, 
leaving him with only the smaller 
farmers. 

And, the marketer finds he is un- 
able to come up with a good enough 
argument to keep the farmers from 
switching. 

The 30% to 35% conversion of 
farmers so far by LP-gas distributors 
has been accomplished in a surpris- 
ingly short period of time. As Bond 
Carroll, a Texaco consignee operating 
in the Valley town of Raymondville, 
says: 

“The LP-gas boys have accom- 
plished in three short years what it 
took us gasoline sellers 30 years to 
do.” 

In early 1950, the campaign started. 
Marketers say they give the Federal 
Butane Co. “the most credit” for con- 
verting farm accounts in the begin- 
ning, and they say that “Lone Star 
Butane Co. helped.” 

Up to 1950, these two plus about 
a dozen other distributors in the Val- 
ley had been content with domestic 
business, leaving the farm accounts to 
the gasoline sellers. 


But now, marketers say, the dis- 
tributors care little for domestic ac- 
counts, since they have found how 
profitable farm selling can be. 

Slowly at First—In the beginning, 
the conversion from gasoline to LP- 
gas was a slow process. Farmers, a 
skeptical lot in the Valley as well as 
anywhere else, weren’t too excited 
over the idea. For one thing, they 
figured the LP-gas seller’s story was 
just a bit too good to be true. 

Too, there wasn’t much difference 
in the LP-gas price then as compared 
to gasoline. At first, the cost of butane- 
propane was running about 15¢ a gal., 
compared to the gasoline cost to the 
farmer of about 17¢ gal., ex tax. 

But then the distributors got into 
some pretty keen competition among 
themselves. The spread between LP- 
gas and gasoline started growing. 

Then a New Twist—The conversion 
was still relatively slow, though, com- 
pared to what it is today, until the 
distributors started “carrying” the 
farmer’s conversion cost, letting the 
farmer pay it off out of the difference 
in his cost for LP-gas as compared to 
gasoline. This was the most important 
factor in putting LP-gas across. 

In other words, the farmer wasn’t 
out a penny in making the conver- 
sion. For the farmer using as much as 
1,000 gal. monthly, it meant he could 
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convert his tractors at $200 to $225 
per unit, and pay off the cost in about 
10 months in the “savings” in purchas- 
ing LP-gas instead of gasoline. 

This, plus competition among the 
distributors, which has lowered the 
price today to an average cost to the 
Valley farmer of about 8.5¢. 

Today, some gasoline marketers in 
the Valley find they are losing from 
four to five good accounts each month 
to LP-gas. 

Is There a Defense?—There are 
over 50 wholesale oil marketers in the 
Valley, excluding the LP-gas distribu- 
tors, a surprisingly large number con- 
sidering there is a total of only some 
32 small towns and villages scattered 
through the area. Of these 50, the ma- 
jority are wholesale agents or con- 
signees. Few are jobbers. 

What are they doing about losing 
the farm gasoline business? 

First, those who haven't entered the 
LP-gas business, themselves, are seri- 
ously thinking of doing so. Most of 
the few jobbers in the area are now 
selling butane and propane. Also, a 
group of about five consignees repre- 
senting Magnolia Petroleum Co. now 
market LP-gas “on the side.” 

Another major has told its commis- 
sion agents that it is studying the pic- 
ture, and at least two other suppliers 
are known to be giving the matter 
serious thought. 

Otherwise, the agents are just try- 
ing to hold on to their remaining cus- 
tomers, and they find they have one 
thing definitely in their favor. That is 
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CONSIGNEE BOND CARROLL, right, has lost a good account in farmer R. G. 
Smith to LP-gas distributors because Smith is convinced LP-gas saves money 


the fact that there are no “established” 
prices for LP-gas. Gasoline, on the 
other hand, does have a more or less 
“established” tank wagon price. 

This one thing has undoubtedly kept 
some farmers from switching over. 

But that’s one of the few arguments 
the gasoline seller has, whereas the 
LP-gas distributor has many. 

LP-Gas Sales Talk—lIn addition to 
the difference in price, and the “carry- 
ing” of conversion costs, he will 
“loan” the farmer storage tanks. 

He tells the farmer he will lose less 
gasoline to evaporation and “pilfer- 
age,” a big problem in the Valley, 
where every farm worker feels it’s his 
“right” to fill his car with the farmer’s 
gasoline. 

He points out that the farmer 
doesn’t have to worry about state 
taxes when he uses LP-gas. With 
gasoline, the farmer must pay the 
state tax of 4¢ gal., then apply for a 
refund. 

These arguments have worked well 
so far. The marketers estimate that 
one of the bigger LP-gas sellers in the 
Valley now markets in excess of 300,- 
000 gal. of butane-propane to farm 
accounts each month. 

The second biggest one, they figure, 
peddles some 150,000 gal. a month. 

Add these two together, and take 
into consideration the sales made by 
smaller distributors to farm accounts, 
and the marketers are sure the total 
figure would exceed 1,000,000 gal. per 
month. 


A JOBBER TAKES STEPS 
The ones who have decided to 
“join” the LP-gas distributors, rather 
than fight them, are finding the going 
good. 
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George Gray, a Magnolia agent at 
Harlingen in the Valley, is one of 
these. 

He’s found that, by buying and dis- 
tributing LP-gas, he has been able to 
keep his farm gasoline gallonage about 
the same, and he’s been able to in- 
crease his farm oil and grease sales. 

As Gray explains it, he has “con- 
verted” farm gasoline accounts to 
LP-gas, just as the LP-gas distributors 
had been doing. 

A good many of these accounts, he 
says, are farmers who still have a 
few old tractors they feel would not 
pay for the “conversion” costs. So, 
Gray sells them gasoline for these 
tractors and for their motor vehicles, 
and sells them LP-gas for their “con- 
verted” tractors. 

Other Sales Rise—As for oil and 
grease sales, each account he “con- 
verts” means more oil and grease busi- 
ness, as a rule, since the farmer norm- 
ally wants one source of supply, and 
is willing to let one oil seller take care 
of all his needs. 

It was easy for Gray to get into the 
LP-gas business. The initial cost wasn’t 
too great. 

He made an arrangement, with his 
company’s help, with an LP-gas sup- 
plier whereby the supplier would fur- 
nish storage tanks and would deliver 
to him “at a fair cost.” 

He hasn’t found the cost since too 
great, either. He’s had to follow the 
“custom” of “carrying” conversion 
costs, etc., but he thinks he has gained 
a lot more than he has lost. 

Another Jobber Decides — Bond 
Carroll, the Texaco agent at Raymond- 
ville, meantime, is still a straight gaso- 
line and oil marketer. He has studied 
the picture, and has recommended to 
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his company that they let him get into 
the LP-gas business. 

“My farm business is down to half 
of what it was before LP-gas moved 
in,” Carroll says. “Most of these ac- 
counts were, and still are, my friends. 
If I were to start selling LP-gas today, 
I could probably get back most of 
them. 

“But of course, the LP-gas man 
who converts the farmer has a head 
start on any of us gasoline boys. The 
farmer, naturally, feels a little obli- 
gated to the distributor, since the dis- 
tributor carries his conversion costs, 
loans him equipment, and the like.” 

Carroll, like others, says he’s not 
only experiencing losses on his gaso- 
line sales, but his lubricating oil and 
grease sales are dropping off, also. 

Once the farmer switches from 
gasoline to LP-gas he’s generally 
happy, and never wants to switch 
back, according to the gasoline and 
LP-gas marketers. 

“You find plenty wanting to make 
the switch, but none wanting to recon- 
vert to gasoline,” they say. 


A FARMER’S VIEW 


One of the Valley’s biggest farmers, 
R. G. Smith, has this to say about his 
experience in converting his farm 
machinery to LP-gas: 

“I work about 2,000 acres, have 12 
tractors. Two years ago, at a cost of 
about $200 per tractor, I converted 
them to butane. 

“Since then, my bookkeeper tells 
me I’m saving $250 each month on 
fuel alone. You ask me why I 
switched. That’s the reason, right 
there. Anytime I can save that much 
money on fuel costs, I'll try anything. 

“But since I converted to butane, 
I’ve also noticed a big savings in main- 
tenance on my equipment. You see, 
with gasoline, I had to have a valve 
grinding job done on each of my trac- 
tors about every six months. That lead 
in the gasoline just about ruins a trac- 
tor’s valves. 

“With butane, I’ve eliminated this 
problem. Run them now for two years 
or longer without a bit of trouble. 

“Some try to argue and say butane 
doesn’t make tractors operate as well 
as gasoline. They claim it is hard to 
start them, and say you need more 
experienced tractor operators. 

“Well, I don’t have any trouble. I’m 
still using ‘wetback’ and the like labor. 
In fact, I just have no complaints 
about butane. 

“As for switching back to gasoline, 
I just wouldn’t do it. Not as long as 
I can save as much money as I’m 
saving today.” 
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Synthetic Rubber, Synthetic Yarns 


Paint, Varnish and Shellac 


Motor Oil and Gasoline ( Additives ) 


To add the ingredients of 
success...specify 


34 successful years of leadership in serving industry 


Get assured success— back your product with the 
research, experience and proved results of a pio- 
neer leader. The Enjay Company not only sup- 
plies many different industries with a complete 
line of petrochemicals — Enjay also is ready to 


assist in the application of its products and in de- 
veloping new or improved products to meet in- 
dustry requirements. You can count on high qual- 
ity Enjay chemical products — be sure to call 
Enjay for your chemical needs. 


ENJAY COMPANY, INC. + 15 West 5ist Street, New York, 19 N.Y. 
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for a 

complete line 

of high quality 
chemical products 


PETROLEUM 
PARANOX 
PARATONE 
PARAFLOW 
PARAPOID 
PARADYNE 
PARATA(C 
PETROHOL 
Methyl! Ethy! Ketone 
Dewaxing Aid 
Ethyl! Ether 
Isopropyl Ether 
Reference Fuels 


SURFACE COATING 
PETROHOL SY 
PETROHOL 95 
PETROHOL 99 
JAYSOL 

Secondary Buty! Alcohol 
Secondary Buty! Acetate 
Isopropyl Acetate 
Acetone 

Methy! Ethy! Ketone 
Ethyl! Ether 

Isopropy! Ether 
Dicyclopentadiene 
Naphthenic Acids 
Iso-Octy! Alcohol 

Deey! Alcohol 
Denatured Ethyl! Alcohol 


CHEMICAL 

PET ROHOL 91 
PETROHOL 95 
PETROHOL 99 
JAYSOL 

Iso-Octyl Alcohol 
Decy! Alcohol 
Denatured Ethy! Alcohol 
Tridecy! Alcohol 
Dicyclopentadiene 
Isoprene 

Butadiene 

Ethyl! Ether 
Isopropy! Ether 
Tripropylene 
Tetrapropylene 
Aromatic Tars 
Benzene 

Acetone 

Methyl Ethyl Ketone 
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Receiving registers for Rockwell Remote Registration system at indoor proving room of 
new test station. Inset is replica of multiple carbon tickets as printed by remote registers. 


Here’s one for the 
that aids the auditor 


Rockwell’s new test station is the proving 





controlled accounting systems 


In This Unique Plant We Develop and Demonstrate Auditing 
and Accounting Practices That Save Money For Petroleum 
Distributors. 


The use of meters as a basic requirement for auditing and 
accounting has been recognized by the gas and electric utilities 
for years. This same concept of meter control is becoming 
increasingly popular with all liquid processors. 

In the new Rockwell test station you can see actual demon- 
strations of metered record keeping systems complete from 
remotely registered ticket printing right down to log books, 
delivery receipts and invoicing records. You can see how such 
mechanized controls cut bookkeeping time and effort, speed 
dispensing—-even provide acceptable records to justify tax 
deductions on stock transfer losses. Too, you'll see how rigor- 





Check and double check Enai- ously we test our meters under actual operating conditions 

neer checks performance of 500 gpm while measuring the same liquids they will handle in the field. 

Rockwell Rotocycle meter » of the . . , 
Og > fuactany “yaa aggery A trip to and through the new Rockwell meter testing station 

two 4-in meter runs for gasoline, sol- ; ‘ - ear a 

vents and fuel oil. Two 6-in. runs are is an eye-opening experience. We invite you to visit it at your 

also provided for these fuels. convenience. 
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The proof of the 


pudding These proving 
facilities are used to test 
meters on viscous liquids 
including Bunker ‘‘C”’ 
and other industrial fuels 
at up to 1000 gpm. Heat 
coils permit testing at 
various operating temp- 
eratures. 





Operation Rockwell 
View of operating floor 
at test plant with two 
meter loading rack, at 
left, fitted for remote reg- 
istration. Measurement 
from this rack is trans- 
mitted by electric impulse 
to printing registers in- 
side building. 


book... 


ground for meter 


Rockwell 


ROTOCYCLE 


YOU CAN REALLY 


RELY ON ROCKWELL 








The only plant of its kind Aerial view of new 
Rockwell test station containing every facility for 
petroleum meter proving, accounting, research and 
development. 


Remote 
Registration 


improves accounting, 
cuts stock losses 


Transmitter 
At every transfer point in 
petroleum’s path to market—at 
field inlets, pipeline terminals and 
loading racks—you can use the 
Rockwell Remote Registration 
System with profit. The 
unalterable sealed-in 
tickets are mechanically 
printed. Control over all 
volume dispensed rests 
in the hands of one 
responsible person. 
Losses are quickly curbed, 
accounting is mechanized. 
To get full facts, write for 
bulletin OG-324. Receiver 


a ¢ 


ROCKWELL MANUFACTURING COMPANY PITTSBURGH 8, PA. 


Atlanta Boston Chicago Dallas 


Houston NN. Kansas City, Mo. 


Los Angeles 


New York Philadelphio Pittsburgh San Francisco Seattle Tulsa 


Canadian Gas & Oil Products Sales: Peacock Brothers, Limited 
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Yours only with DODGE TRUCKS! 
Advanced POWER-DOME V-8’s! 


You get efficient power! Unique 
dome-shaped combustion 
chamber makes new Dodge 
truck Power-Dome V-8’s the 
most efficient of all V-8’s! 
Thrifty time-tested 6’s, too! 


You enjoy greater cab comfort! 
More hiproom (61%4”), more 
shoulder-room (58 %”) than any 
other leading make! Plus 2261 
sq. in. of vision area—most of 
any trucks! 





You travel in high style! You 

get the sleekest, lowest built -*- 4g 
lines of any truck . smart 

new colors inside and out! And 

these are the easiest handling 

trucks of all! 


Loe your 


dpculibisiiai 
teuick dealer 
today ahd... 


Pree 


anagu 
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Union Oil Channels Its Dealers’ Advertising 


Tens of millions of dollars are spent each year by the nation’s 
retail dealers for advertising and sales promotion. How much of 
this vast expenditure hits the target—how much is wasted? 

This was the question that occurred to Union Oil Co. last year, 


and the decision was made to 
seek an answer — specifically 
with reference to the business- 
building practices of Union’s 
own dealers. 

The company’s retail market- 
ing executives felt that, in the 
aggregate, the estimated $1,350,- 

spent annually by 4,500 
Union dealers represented a tre- 
mendous challenge. 

Properly spent, the money could 
win and hold thousands of customers. 
Unwisely budgeted, it not only would 
fail to increase sales but also would 
needlessly drain dealers’ resources. 

The Union marketers felt that they 
had a double-barrelled problem: 

e To make sure that the dealer’s 
advertising-promotion effort paid off. 

e To make certain that his budget 
would be large enough to get the job 
done. 

The problem had not been thrust 
upon them suddenly. Rather was it 
the consequence of business trends 
which had become increasingly ap- 
parent since World War II. With the 
return to a buyer’s market it was ob- 
vious to the company that many of 
its dealers never had experienced a 
real need to go out and collar new 
customers. The newer dealers had 
known nothing but a sellers’ market. 

In addition, Union marketers knew 
that many dealers had been able to 
expand their businesses as a result of 
boom times that they took for 
granted. With a tapering off of the 
boom impending, these dealers did 
not realize that building new business 
is an integral part of maintaining ex- 
isting business. 

“Many of our people haven't un- 
derstood the effect on their sales vol- 
ume of customers who move away, 
who die, or who go over to competi- 
tors,” explained Harry Holbrook, 
manager of retail sales. “They think 
they’re holding their own when they 
really aren't.” 


FIRST THEY PROBED 


Union’s first step was to make a 
survey of the nature, extent and cost 
of dealer advertising and sales promo- 
tion. The job was undertaken by Aus- 
tin Woodward, sales promotion de- 
partment, and Bob Belden, Young 


and Rubicam Advertising Agency. 
The two covered more than 100 sta- 
tions in a 4,500 mile, three-state 
trek. 

Their findings substantiated the 
company’s concern. Some of them: 

—The average dealer spent $296 
last year for building business; 10% 
spent nothing, 25% spent less than 
$100, 75% spent less than $400. 

Although 41% advertised in news- 
papers, only 3% thought they were 
getting the results they should; 66% 
used giveaways but only 15% thought 
they were worth the cost. 

—He asked, “If you wanted to in- 
crease your gallonage substantially, 
how would you do it?” More than 
27% answered, “I don’t know.” 

Planning Was Weak—tThe survey 
also showed that failure to plan and 
follow through on a sustained busi- 
ness-building campaign was a common 
shortcoming. Many dealers would set 
up ambitious personal solicitation 
drives and then find them too much 
of a burden. Some advertising bud- 
gets would be quickly—and ineffec- 
tively—dissipated on single-shot ef- 
forts such as one large newspaper ad. 
Dealers would sometimes shoot the 
works on lavishly giveaway programs 
only to find them luring the wrong 
kind of clientele. 

On the constructive side, the survey 
attested to the value of personal so- 
licitation and direct mail as effective 
local business-builders. Main reason; 
more than 50% of the average sta- 
tion’s customers live within a_ half- 
mile, and 90% within a mile radius 
of the station. 

The company’s second step was to 
draft a new, 21-page “Retail Repre- 
sentative’s Manual on Sales Promotion 
and Advertising.” Since Union em- 
phasizes the role of its retail repre- 
sentatives as business counsellors to 
dealers, purpose of the manual was 
enable them to help the dealer help 
himself. 

Third step was a training film en- 
titled Dragnet, designed to be shown 
at dealer meetings. “This dragnet is 
new customers,” according to Union. 

Now a Forecast—Fourth step is a 
“promotion forecast” form for the 
dealer to fill out. On it the dealer is 
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asked to spell out in detail his adver- 
tising-promotion campaign for six 
months. He retains the original on 
which he estimates the cost of each 
phase of his program. A duplicate 
goes to the retail representative, and 
a triplicate goes to the territorial of- 
fice. However, only the dealer’s copy 
shows the amount budgeted. 

The forecast permits the dealer to 
fill in details of the five main cate- 
gories of his promotional effort: per- 
sonal calls, direct mail, advertising, 
special promotions, giveaways. 

Then, it provides spaces for him to 
outline the who, when, what, and 
how much of each of the five cate- 
gories. Thus, in planning a campaign 
of personal solicitation, the dealer is 
given an opportunity to find realistic 
answers to these questions: 

e Beginning date and duration of 
the campaign? 

e Number of calls contemplated? 

e Target — nearby resident, com- 
mercial accounts, non-residents work- 
ing near station or transient cus- 
tomers? 

e Message for the customer—gen- 
eral, oil products, services, TBA or 
specialties? 

e Estimated cost of 
calls? 

Net result is that many dealers for 
the first time can adopt a systematic 
approach to business-building. 


THE COUNSELLOR’S ROLE 


Nevertheless, Union tailored the 
program around the retail representa- 
tive. The manual makes this quite 
clear—“The purpose of this manual 
is to help you do the job—to help you 
find the answers for each of your 
dealers. Basically, of course, the task 
of building his business is in the 
dealer’s own hands. But you must be 
prepared to help—perhaps only to the 
extent of pointing out how sales aids 
may be obtained, or then again to the 
degree of working out a dealer’s en- 
tire program and setting it into ef- 
fect.” 

The manual also makes the point 
that providing good service is the best 
business-building device available to 
the dealer, and that * . advertising 
and sales promotion are tools, not 
crutches.” 

Planning a Program—Representa- 
tives are shown how to help the 
dealer aim his effort in the proper 
direction for his location. They are 


making the 


33 














use coupon to 


ORDER 
YOUR FREE 
COPY OF 
THE 1954-55 
TBA 
DIRECTORY 
AND BUYERS 
GUIDE 


off the presses 
late in August 


Contains _cross-indexed TBA 
product, manufacturer and sup- 
plier listings . . . oil marketing 
charts . . . a directory of major 
oil company marketing personnel 
. . » plus a who’s who of oil mar- 
keting . . . and a specially pre- 
pared editorial section by NPN’s 
staff on the selling of tires, bat- 
teries and accessories that will in- 
clude a new NPN survey report 
on oil jobber TBA programs. 








National Petroleum News 
TBA Directory 

330 West 42nd Street 
New York 36, N.Y. 


Please send me, as soon as 
available, my free copy of your 
1954-55 TBA Directory and Buy- 
ers Guide. 























PROMOTION 


shown how to help the dealer parcel 
out his time and budget among the 
five categories. But the emphasis is on 
personal contacts. 

“All other sales promotion methods 
should be considered only as substi- 
tutes for, or supplements to, personal 
solicitation,” the manual says. Per- 
sonal calls cost less and bring better 
results than any other approach, man- 
ual adds. 

“Tailored” promotional ideas are 
suggested, with the admonition that 
while they often present excellent 
possibilities, they can also boomerang 
into “terrific fiascos.” 

Some of the methods mentioned 
are neighborhood windshield - wiping 
campaigns, participation in commun- 
ity events, “welcome wagon” approach 
to new residents, sponsorship of sports 
events or teams, distribution of folders 
or calendars in nearby hotels and 
motels. 

One dealer, says Union, utilized a 
nearby hot dog stand adjacent to a 
large plant to offer free coffee to all 
workers at the stand during several 
“break” periods. Each one was also 
given a card mentioning that the free 
refreshment was just a sample of the 
extras provided by this particular 
dealer. 


The Personal Approach—The man- 
ual explains that direct mail is not 
only helpful by itself, but also in- 
creases in effectiveness when backed 
by with personal solicitation. As far as 
planning advertising is concerned, the 
manual recommends that the repre- 
sentative help the dealer determine 
which media offer proved merchan- 
dising value, and that the pitfall of 
waste coverage be avoided. 

It suggests that dealer advertising 
is best applied in the neighborhood 
that is already a good source of cus- 
tomers—‘“The basically favorable con- 
ditions which originally brought in 
customers will still be working for the 
dealer — plus word-of-mouth adver- 
tising.” 

A Budget Gauge—How much should 
he spend? The manual offers three 
rules of thumb to help settle this im- 
portant question: 

1. 1% of gross income 

2. 5% of net profit before taxes 

3. $1.50 per 1,000 gal. pumped 

It’s emphasized that these are ways 
to find the minimum figure. 

This section of the manual sug- 
gests tips on “how to do it” for repre- 
sentatives to pass on to dealers. On 
personal solicitation, it provides two 
complete sales talks, plus’ eight 
“openers” for dealers to use on neigh- 
borhood house calls. And it cautions 
the company men to give the dealer 
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a boost when he does a good job be- 
cause “a steady program of solicita- 
tion can be pretty rough work.” 

On direct mail advertising, the man- 
ual urges that dealers make a series 
of mailings — not simply “one-shot” 
affairs—and that the same type card 
or letter, art work, slogan or colors 
be retained in each piece mailed, to 
build a cumulative effect on the cus- 
tomer. 

As far as publications are con- 
cerned, newspapers are recommended 
as providing the largest coverage at 
the lowest cost. Some tips on news- 
paper advertising: 

e Advertise on a consistent sched- 
ule — beware of infrequent, large- 
space “splashes.” 

e Be wary of informal commit- 
ments to advertising salesmen. 

e Write a short, simple message, 
confining the sales story to one major 
point in each ad. 

e Advertise early in the week, when 
fewer ads compete. 

e Be realistic about church, school 
and fraternal publications — regard 
this advertising purely as a form of 
donation. 

The manual dismisses television ad- 
vertising as too expensive for all but 
a few dealers, although radio is re- 
garded as feasible. 

The manual offers these tips for 
making a radio campaign work: 

e Buy spot announcements or, 
preferably, locally-produced shows at 
least two weeks in advance to assure 
the best possible time availabilities. 

e Check the station’s coverage map 
to insure that desired coverage is ob- 
tained. 

e Three weeks of spot announce- 
ments is a minimum campaign to get 
a message across. 

e Select time periods carefully; for 
example, motorists can be reached 
best between 7:30 to 9 a.m. and 4:30 
to 6 p.m. 

The manual says telephone direc- 
tory advertising is “almost always 
worth the money.” But drive-in the- 
ater advertising “in general cannot be 
listed as a good advertising buy.” 

The Follow-Through—The manual 
makes much of the fact that the suc- 
cess of any dealer’s program depends 
on his follow-through. 

And it explains that while some 
dealers will follow through, some will 
need help, and some will have to be 
shown how to takle each phase of the 
program. 

Finally, the manual advises sales 
representatives, “You will have to 
work hard to get a few of your dealers 
to set a program into motion. 

“And don’t forget, it’s your job!” 
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Every gallon saved by 
SUSTAINED METER ACCURACY 
saves the profit on several gallons sold 


Every gallon lost by inaccurate measurement . . . every dollar spent adjusting 
or servicing your meters . . . loses the profits on many gallons sold. With con- 
stantly shrinking margins, you no longer can make up these losses simply by 
boosting volume. Best way to hold the profit line is to select the meters with the 
finest record for sustained accuracy and low maintenance. Red Seals stand head 
and shoulders above all other meters . . . for tank trucks and bulk plants alike. 
Want proof? Keep your own accuracy and maintenance records. Ask the men 
who have worked with Red Seal meters . . . in your own company or your 
neighbors. 


Here’s more proof of sustained accuracy... 
things you can see with your eyes: 


Measuring chamber has 
only one ns ele- 
ment. No complicated 
mechonism to get out 
of adjustment. Occa- 
sional dirt won't dam- 
oge a Red Seol .. . 
chamber is easy to re- 


Capillary” seal... 
o thin film of liquid 
. +» prevents weor be- 
tween piston and cham- 
ber. Seal is rigidly 
controlled by precision 
machining . stoys 


Double-case design 
eliminates distortion of 
measuring chamber 
caused by pressure or 
piping stresses. Pre- 
vents binding ond un- 
even weor. 


This patented ‘’Gear 
Shifter’ firmly locks 
calibration. Cannot 
dritt or slip between 
tests. Easy to adjust 
when required, but it's 
seldom required. 





constant through long 
occurate life. 


Fecuracy You. Can Lank On 


move, easy to clean. 


























NEPTUNE METER COMPANY 


WEST SOth STREET e 


91 NEW YORK 20, NWN. Y. Branch Offices: 


ATLANTA + BOSTON + CHICAGO + DALLAS «+ DENVER 
NO. KANSAS CITY, MO. + LOS ANGELES «+ LOUISVILLE 
PORTLAND, ORE. + SAN FRANCISCO 

IN CANADA: MEPTUNE METERS LTD., 


95D 1430 LAKESHORE RD., TORONTO 14, ONT, 
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At The World’s Finest Gasoline T§ 








Smooth-Shell Fruehauf Tank-Trailers Are 
Built For Top Gallonage, Top Safety, And 
Enduring, Leak-Free Performance On The Road! 


YOUR REQUIREMENTS are all fulfilled in the com- 
plete new line of Fruehauf Tank-Trailers—because, 
however you want them, Fruehauf builds them that way. 


As in the case of the Fruehauf Cutaway Gasoline 
Transport shown here, exceptional capacity is com- 
bined with exceptional strength, durability, safety, and 
convenience. Husky bulkheads and baffle heads are 
dished, flanged, reinforced, and braced for utmost pro- 
tection from both surge and stress. The frame is in- 
geniously designed for unprecedented strength, sup- 
port, and durability, yet it affords a weight-saving that 
produces continuous extra payload profit. 

Fruehauf’s great new line of Tank-Trailers features 
smooth-shell models with all inside welds tested and 
retested in evety case. The smoothness of Fruehauf’s 
exclusive underconstructions, including the shock- 
absorbing Gravity Tandem, helps guarantee unbeat- 
able leak-protection and unbeatable liquid-hauling 
performance in every Fruehauf Tank-Trailer! For 
complete, illustrated literature on the 1954 Fruehauf 
line of Tank-Trailers, write to Fruehauf Trailer Com- 
pany, 10953 Harper Avenue, Detroit 32, Michigan. 
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This is a specially-prepared display board 
showing cutaway views of the Gasoline 
Transport’s component equipment. Air, hy- 
draulic, or mechanically-operated emergency 
valves are among optional equipment. 
1—Fusible, frangible shut-off plug, with air-inter- 
ference control valve 
2—12” x 16” manhole cover and collar with 10” fill 
plug, fusible plug, and brass internal safety vent 
3—All-steel gate valve 
4—Rising-stem gate valve 
5—Hydraulic emergency valve and operator 
6—Mechanical emergency valves and operator 
7—Air-operated emergency valve, and pump with 
gauge and distributor 






















Adjustable 
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coupling; 
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y pin plate—bolted in 
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d protection against 
d stress. 
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Safe, easy-to-clean 
walk-way—with in- 
tegral tread plate 
full-length of unit. 








Left: this Fruehauf Gasoline Transport was built in 
cutaway form for exhibition of its advanced engi- 
neering features. Viewed from the right-hand side, 
it is @ stripped model, for maximum payload and 
lowest cost. Above: viewed from the left-hand side, 
it has optional skirting for added appearance. 


“ENGINEERED TRANSPORTATION” 


TRAILER COMPANY 


World’s Largest Builder of Truck-Trailers 
DETROIT 32, MICHIGAN 


A Downward-sloping pipelines—with wide, 
sweeping bends for fast discharge; time- 
saving crossover is optional. 


A New reinforcement plates—connect 
head braces directly to frame and 
reduce stress on tank. 


Newly-designed rear ladder — with 
handrail widening at the top, mak- 
ing it safer to climb up and down. 


New, square manifold — common-header- 
type with easy-to-reach, easy-to-turn 
Vv controls for fast unloading. 





New, double bulkhead—directly be- A 
hind drop, with both sheets flanged 
and reinforced by flanged head 
braces for added strength. 


Easy-to-remove manhole cover—with col- A 
lar and hand-turned wing nuts that 
permit quick dismantling for cleaning; 
calibrated loading gauge is standard. 





How One Jobber 





An up-state New York jobber 
with a flair for tying company 
promotion to the times is show- 
ing how a small businessman 
ean do a big selling job and 
make it pay off. 

Years ago, the Simon Oil Co. of 
Niagara Falls began an advertising 
program with small ads that pushed 

‘ its name and those of its heating 
| equipment and fuel oil products. 

Now, readers of the local paper 
may run across a company announce- 
ment virtually anywhere, including the 
sports and theatre pages. Or listeners 
to the local radio station may chuckle 
to a takeoff on a popular radio or 
television “commercial.” 

Some leading citizen may receive 
a letter commenting on the kind words 
said about him in a current newspaper 
story. A prospective customer is likely 
to open a “wedding announcement” 
inviting him to the linking of Simon 
Service with the maintenance of his 
home. Or a new customer’s mail may 
contain a “birth announcement” ac- 
knowledging the beginning of a busi- 
ness relationship. 

Hobby That Pays—Morton Dimet, 
Simon’s sales and promotion manager, 
is behind this jobber’s use on a wide 
scale of many forms of promotion. He 
describes as a hobby the careful cal- 
culation that has made the program 
successful. He tells of writing copy 
and doing advertising layouts on week- 
ends. But it’s doubtful that the com- 
pany’s 37 service stations, with their 
wall signs proclaiming the virtues of 
Simon Oil Co., Gulf Solar Heat and 
Toridheet, consider such efforts casual. 

If any did so, disillusionment prob- 
ably came just before last Christmas, 
when the jobber made a direct mail 
free offer of $1 worth of Gulf No- 
Nox gasoline. The stations received a 
full margin of business at a normally 
slow time and welcomed many new 
customers. Rate of return on the mail- 
ing was 39%. 

Mort Dimet’s “hobby” makes ex- 
tensive use of the local newspaper, 
Niagara Falls Gazette, only one in the 
city. Newspaper advertising, the com- 
pany feels, is its best medium for con- 
centrated coverage. Most of the illus- 
% trations in Simon’s ads come from the 
... AT THE RADIO STATION, Mort works with George Lorenz to get Gazette's mat service, and “mat day” 
the right tone to a new commercial. Dimet sometimes does sound effects —the day each month when the ma- 


COMFORT AND COPY go hand in hand for Mort Dimet of Simon Oil Co., 
Niagara Falls. Here he relaxes at home while writing an ad for later study 


ne nC, i 


... AT THE OFFICE. As sales and promotion manager for his firm, Dimet 
goes over copy carefully with William Cook of the local newspaper. Later 
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Keeps His Name Before the 


Public 





trices arrive Dimet at the pa- 
per’s office for first chance at the best 
selection. 

Budget Boost—Simon’s advertising 
budget has been increased annually. 
So have the size, number and fre- 
quency of the ads. But as the company 
has grown, the trend of this advertis- 
ing has changed; scope has been wid- 
ened, approaches have become more 
varied. 

Before the end of World War Il, 
shortly after which Simon’s promo- 
tional campaign began, company ads 
were small. They carried a minimum 
of copy and that in short phrases. But 
the emphasis even then was on the 
names Simon, Gulf Solar Heat, and 
Toridheet. 

“The idea,” says the promotion 
manager, was to repeat the three 
names to the public constantly until 
they were uppermost in the customer’s 
mind.” 

Then, as now, the company avoided 
use of a price appeal. Only deviation 


/ 


Page Thirty-six 


coerce aa 


from this policy has been in connec- 
tion with infrequent special sales. 

Service Emphasis—After this first 
step of associating itself with the prod- 
ucts it carried, Simon Oil set out to 
impress its character in the public 
mind. Here the stress went on depend- 
ability, the fact that reliable service 
had been offered Niagara Falls families 
since 1921. Ads became larger and 
appeared oftener—2 columns wide, 5 
in. deep, Monday, Tuesday and Fri- 
day. 

The program continued along these 
lines. Pictures of storage, delivery, 
repair and office facilities began to 
appear as evidence of high standards. 
Slogans were repeated: “Simon Makes 
Heating Simple,” “Making Warm 
Friends Since 1921,” “Join the Swing 
to Simon,” for example. 

The ads grew in size as Simon 
Dimet, Mort’s father and president 
of the company, insisted on the in- 
creasing advertising budgets. The com- 
pany takes grateful note, too, of 


Gulf Oil Corp.’s contribution through 
its mutual advertising program. 

Civil Approach — At one stage, 
Simon set out to show the public its 
community of interest. Special occa- 
sion ads referred to local and national 
current events, sports happenings, 
movies, activities of local fraternal 
and religious groups, holidays and 
similar occasions Simon found note- 
worthy. The practice has been con- 
tinued. 

Ad frequency went to four days 
a week. Wednesday and Thursday 
are avoided, however—too much com- 
petition for attention from the big 
supermarket space-buyers. 

Simon Oil specified the back page 
for some time. But when it developed 
that competitors also preferred that 
spot and space there became crowded, 
the company began rotating its ads 
among the society, sports and other 
pages. 

Movie titles with reference to home 
or heat were adapted quickly to the 
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ONE METHOD among the many by which Simon Oil reaches its public is the popularity of the 
athletic teams it sponsors. These boys in Simon uniforms are planning for a benefit game 


MOVIE TITLES some- 


times peg company ads 
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ADVERTISING 


company’s purpose. “The Big Heat,” 
for instance, appeared in a Simon ad, 
complete with names of the stars of 
the picture. 

“This type ad,” Dimet says, “has 
drawn a great deal of comment.” 

Names Listed—Lately, Simon has 
been promoting the names of people 
who work for the company. 

A recent three-column ad carried 
59 of them. Theme: “The Difference 
is People.” 

Editorial columns have been written 





by General Manager Ted Dimet, 
Mort’s brother, and Service Manager 
Martin Spitzer to give information on 
household heating problems and sug- 
gest use for basement space reclaimed 
through oil burner installation. 

Simon’s spot radio commercials, 
based on popular radio, television and 
movie themes, all have a humorous 
approach. 

But none of the 10 to 30 used each 
week, complete with sound effects, 
fails to mention Gulf Solar Heat, or 


Lu Bar on the island 
SELLS MORE OL/ 





LuBar on your island keeps oil right out in front where it’s seen and 
sold. LuBar island display is a constant reminder to every gasoline 
customer to buy that extra quart of oil that brings you a huskier profit. 
This powerful merchandiser offers high capacity—96 quart cans—on 
a minimum of island space. It’s styled to match your pumps, incor- 
porates “can-tainer” for empties, locks gwen theft and tampering. 


OKHEIM 


Models availab 


e with advertising panels, 

and overhead lighting systems. On all 
counts, LuBar sells more oil... and 
selling just one extra quart a day will 
pay for a LuBar. Write for bulletin! 


General Products Division 


TOKHEIM CORPORATION 


the Simon phone number and Simon 
service. 

Versatility—— The direct mail ap- 
proach with which the distributor 
rounds out this promotional package 
has embraced all types of techniques, 
Mort Dimet says, with successful re- 
sults from calendars, matchbooks, bill- 
boards and sports programs. 

Besides publishing in some of its 
ads schedules and predictions for local 
and national sporting events, the com- 
pany has supported baseball, basket- 
ball and bowling teams—many of 
them champions—and its name has 
appeared in many sports news head- 
lines. 

“All advertising,” says Mort, “is 
important in the sale of heating equip- 
ment and fuel oil.” 

With Simon Oil Co., that marketing 
maxim is gospel. 


LABOR 


NLRB Reproves Jobber 


For Employe Discharge 


The Milton Oil Co., Richmond 
Heights, Mo., violated the Taft- 
Hartley labor law, according to a 
National Labor Relations Board trial 
examiner, by firing an employe after 
notice to quit was given and before 
the proper time had expired. 

The examiner ruled that the reason 
for the early discharge was a com- 
pany attempt to prevent the worker 
from voting in an NLRB representa- 
tion election. 

The NLRB examiner, besides order- 
ing the oil products-auto accessory 
jobber to pay the employe back wages, 
warned Milton to stop telling workers 
they might lose privileges if they voted 
in favor of the union. 


Oil Union Hits Raiding 


Central States Petroleum Union, 
Local 104, has appealed to the Na- 
tional Labor Relations board against 
what it calls “raiding” by Oil 
Workers International Union (CIO). 
The NLRB set the hearing date for 
Aug. 20. 

CSPU represents some 400 Chicago 
sales division, bulk plant and ware- 
house employes of Indiana Standard. 

A national CSPU official said the 
CIO has attempted to sign up workers 
in Local 104, who are employed in a 
master warehouse on Chicago’s South 


Designers and Builders of Superior Equipment 
1650 Wabash Ave. Since 1901 Fort Wayne 1, Ind. 
Factory Branch: 1309 Howard St., San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge St., Toronto, Ont. | 


Side, on the basis that 104’s contract is 
open on wages and working agree- 
ment. 
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Dunlop Truck Tire 

A new truck tire for heavy loads 
and high speeds is now being mar- 
keted by Dunlop Tire & Rubber Corp., 
Buffalo, N. Y. It is a new design in- 
corporating a number of improve- 
ments. It uses less rubber on the 
shoulders with consequent 10% 
cooler operation; it uses a new cord 
20% stronger than used in predeces- 
sor tires; the shape has been changed 
to put a flat tread on the road when 
inflated and loaded. 


Annual Highway Safety Check 


One of every four vehicle owners 
should spend some money right now 
at a service station to correct an un- 
safe part or accessory. 

That’s the outcome of this year’s an- 
nual Safety-Check reported by the In- 
ter-Industry Highway Safety Commit- 
tee. 

Defects in exterior lights, easily 
fixed at any station, were found on 
159,426 cars. The bad lights accounted 
for 35.4% of the total parts (not cars) 
in need of attention. 

Poor brakes were found on 97,343 
cars, and accounted for 21.6% of the 
parts in bad shape. 

The vehicle Safety-Check, conduc- 
ted in May of each year by the Inter- 
Industry Highway Safety Committee, 
in cooperation with the National Safe- 
ty Council, has become a well estab- 
lished program. This year a million 
cars and trucks were checked in 147 
cities. 

The idea is to inspect the items 
which will give vehicle owners the 
answer to the question which forms 
the program slogan: “Can You See, 
Steer, Stop Safely?” Thus, the wind- 
shield wiper is included in the inspec- 
tion routine, as is the windshield mir- 
ror. Both are simple things but 
without them it is obvious a driver 
cannot see well enough to drive safely. 

Most of the faults which afflict one 
out of four vehicles are easily and 
quickly corrected. The big majority 
of them involve the kind of service 


provided by all service stations as a 
matter of course. 

And in many cases the faults re- 
vealed by the inspection are not hid- 
den faults. They could have been 
found without the aid of the police 
department. 

All it takes is a dealer with an in- 
terest in his customer’s welfare, and 
perhaps the desire to make a little 
profit for himself. Following is a table 
showing the percentage of non-safe 
items turned up this year’s Safety- 
Check: 

Total vehicles checked: 


Total unsafe 
Percentage 


1,004,914 
252,617 
25.1% 
Percent in need 
Items checked 
Light 


Brakes 
Exhaust system 
Steering 


Tires . 
Windshield wipers 
Glass 


containers. 


cartridge. A large label reads: 


— it’s dirtied to death.” 


change the filter. 


change. 





Paper Windshield Wiper 


A new product is being offered as 
a resale item to service stations and 
other automotive outlets by the Scott 
Paper Co., Chester, Pa. It is new all- 
purpose paper windshield wiper, for- 
merly sold for dealer use but now 
packaged for the motorist in a new 
convenient type of carton containing 
125 wipers. 

Posters are being provided by Scott 
which suggest that the car owner take 
a box of the wipers with him for home 
and car use. Copy also suggests specific 
uses such as cleaning and polishing 
mirrors, furniture, brass, chrome, 
silver, tools and windows, as well as 
the car. 

Scott points out that the new wiper 
has an entirely new type of surface, 
a result of minute perforations, said 
to accelerate absorption of both oil 
and water. Nor will it scratch, lint or 
smudge, says the maker. Each wiper 


Simple Display Pushes Filter Sales 
M@ A 25-30% increase in filter cartridge sales has been attained by the 
Canfield Oil Co., Cleveland, Ohio. It's all done by a pair of plastic display 


Canfield markets across northern Ohio, through some 135 outlets. About 
70% of Canfield’s dealers are using the special filter display, according to 
Tom Reed, advertising manager. Here’s the way the display is set up: 

The dealer puts two plastic containers, one on top of the other, on top 
of one of his gasoline pumps. One container holds a new Fram C-4 filter 


“This clean C-4 oil filter cartridge weighs 14 ounces. 5000 to 7000 miles 
from now it will weigh more than 3 Ib.” 

The other container holds a dirty filter cartridge which has at least 7000 
miles on it. Its labelled: ‘;This dirty C-4 filter cartridge weighs more than 3 
Ibs. 5000 to 7000 miles ago it weighed 14 ounces .Good oil doesn’t wear out 


When a customer drives in for gasoline, the dealer examines his lube 
sticker. If it shows he hasn’t had an oil filter change in over 5000 miles, the 
attendant brings him the two plastic containers, asks him to weigh them in 
his hand. The showmanship usually convinces the customer it’s time to 


Putting in more filter cartridges also has added somewhat to the motor 
oil volume, because of the extra quart of oil required with every filter 
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consists of two sheets which are now 
welded together for extra strength. 
And each box has a “pop-up” feature 
that makes another wiper available 
the instant one has been removed 
from the container. 


Spruce-Up for Tires 


Delta Rubber Brite Concentrate is 
the name of a new liquid, to be ap- 
plied as a spray, which is claimed to 
“restore the brand new appearance of 
any color of rubber.” It is being pro- 
moted for service station use, as an 
easy way to brighten up the appear- 
ance of tires. It is a colorless liquid 
that is diluted with two parts water to 
make the ready-to-use material. Man- 
ufacturer is the Delta Chemical Co. 
Memphis, Tenn. 


Neoprene-Coated Tow Chain 


Columbus McKinnon Chain Corp., 
Tonawanda, N.Y., is marketing a tow 
chain with two hooks on each end, 
one of which is connected to a slip 
ring. Because one hook is free to slide, 
the hooks tighten their grip when pull 
is applied. Hooks are Neoprene coated 
to reduce scratching and slipping, and 
the chain is copperized to resist rust- 
ing. Chains are 8 ft. long and come 
packed one chain to a cloth bag. 


Service Calls Reclassified 


The American Automobile Assn. 
has decided on a new classification of 
service calls for troubles involving 
starting failures. Instead of labeling 
these “battery service calls” they will 
be called “battery or electrical service 


42 


calls” on future annual reports of road 
breakdowns. 

Since such troubles are one of the 
major sources of service calls, the 
AAA practice of calling them simply 
“battery service calls” by inference 
seemed to reflect on the quality of 
batteries being sold to the motoring 
public. The Assn. of American Bat- 
tery Manufacturers points out that 
failures attributed to the battery are 
not true battery failures at all, but 
rather the sum total of all the things 
that can go wrong with a car and that 
first become evident as a dead battery. 

For example, a faulty voltage regu- 
lator or generator usually is not im- 
mediately apparent to the car owner. 
Finally his battery goes dead, his car 
won't start and he telephones for 
help. Under the new rule, all of the 
blame will not be laid on the battery. 


Tide Water Offers Premiums 


Tide Water Associated Oil Co. 
(Eastern division) has adopted the 
plan of stimulating dealer purchases 
ot its chemical specialties such as wax 
and radiator compounds by a premium 
offer. The premium, which goes to 
dealers free as part of a package deal, 
is a Cooler Chest for transporting food 
and drinks on picnics and vacations. 


White Sidewall Cleaner 


As a resale item, the Shur-Gloss 
Manufacturing Co., 3536 N. Knox 
Ave., Chicago 41, Ill., is now offering 
its white sidewall cleaner, sold under 
the trade name of Shur Wonder- 
Whyte, in the form of a liquid spray. 
A spray device is furnished with each 
pint bottle of the new product. 


Filter Chart Lists Change Intervals 


The fact that 13 out of 18 car 
Owner manuals recommend an oil 
filter change at intervals of 4,000 to 
6,000 miles is one reason back of 
Purolator’s choice of a theme for a 
summer advertising campaign. Of the 
others, three recommend a change at 
8,000 miles and one manual recom- 
mends 10,000 miles. A _ tabulation 
showing what the manufacturer has to 
say about filter changing is below. 

Purolator advertising urges both car 


owners and dealers to replace filter 
elements every 5,000 miles. Copy text 
repeatedly suggest to dealers: “Show 
every car owner what his Car-Owner’s 
Manual says.” Even for the minority 
of makes where the interval is as long 
as 8,000 miles Purolator feels that 
filter cartridge replacement will be 
stepped up considerably if dealers and 
owners become conscious of the fact 
that the manufacturer does recom- 
mend a definite replacement interval. 


1954 Car Owner Manual 
Oil Filter Change Recommendations 


Car Make Page 
Chrysler 14 


Lincoln 110 
(Shop Manual) 


Mercury 
(Full Flow) 


Studebaker 5000 


Pontiac 


Oldsmobile 
Buick 


DeSoto 
Hudson 
Cadillac 
Packard 
Plymouth 
Dodge 
Ford 
Chevrolet 
Nash 
Kaiser 


Aero-Willys 


* 1953 recommendation. 


4000 miles 


17 4000 


Change Filter 
How Often? 


5000 miles 


Remarks 


More frequently under certain 

conditions 

More frequently under bad 

conditions (Let customer de- 

cide) 

miles More frequently under bad 
conditions (Let customer de- 
cide) 

miles 





“Oil Filter” is built into crank 
case 
miles fide 





miles .In extremely dusty areas, more 
frequent changes may be de- 


miles 
miles 


miles 


miles* 
miles 
miles 
miles 
miles 
miles* — ————$—$—$ 

miles More often if dipstick shows 

oil to be dirty 


miles More often under dusty con- 
ditions 
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Frees wheels 
for lubrication 
and brake work 


Gives maximum 


accessibility to Relaxes all 
undercar parts spring 


suspensions 


New, Economical 


G@® FRAME PICK-UP LIFT 


Greater accessibility 
Easy-Spot Wheel Grooves ;,. . for lubrication and repair jobs 


_. This new lift brings hard-to-reach andercar parts. “out in the 
open” for fastest, most profitable service, repairs, lubrication or 
brake work. The ragged Frame Pick-Up Lift meets problems 
imposed by such new car features as automatic transmissions, 
intricate wheel suspensions and low fender skirting. And it’s 
equally efficient for all models of old cars. A great labor-saver 
on repair jobs, the Frame Pick-Up Lift is ideal for lubrication 
and brake work because it relaxes spring suspensions and frees 
the wheels. It will handle practically all cars without using 
adapters. Simple adapters are furnished for unusual. frames. 


hi : ROTARY LIFT CO. 
Positive Grip Pick-Up Pads % 1062 Kansas, Memphis, 2, Tenn, 
} Write for catalog and prices’ 





Permanent 





attachment! 














Permanent attachment is one of the outstanding 
advantages of Scovill hose couplings. 

This, we think, makes real sense since gasoline 
hose comes in such good quality now, and is so 
long-lived, that there is no longer any point in using 
anything but permanently attached couplings. 

Think of some of the advantages found in Scovill 
couplings: They’re leakproof, uniform assemblies 





























which will remain trouble-free for the life of the hose. 
You get positive attachment, a perfect static con- 
nection, and internal expansion insures maximum 
flow. 

For complete information, write for Bulletin 570-H 
on gasoline hose couplings. Scovill Manufacturing 
Company, Merchandise Division, 81 Mill Street, 
Waterbury 20, Connecticut. 





SCOVILL HOSE COUPLING FEATURES: 





TRIPLE TESTING PROVES SCOVILL DEPENDABILITY 


Pressure test proves Scovill coupling 
holds beyond bursting pressure of hose. 


Note broader area over which coupling 
grips hose—-maximum compression 
without cramping. The hose can stand 
more flexing without weakening. 

Two-piece construction—ductile cop- 
per alloy tube press-fitted and sweated 
into forged brass body. Metal serra- 


Flexing test proves Scovill coupling does 
not weaken hose. 


tions firmly imbedded in hose. Leak- 
proof connection prevents wicking 
note rubber pushed forward to fill en- 
tire recess. I.D. of coupling same as 
nominal I.D. of hose—full flow, no 
bottleneck, no turbulence. Also avail- 
able for fuel oil applications. 


Pull test proves Scovill coupling holds 
beyond tensile strength of hose. 





SCOVILL TRIPLE-TESTED 


GIVE MAXIMUM FLOW, SAFETY A 


Coxgplinge (Scovity 
ND HOSE LIFE 
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Electrolyte Containers 


This is the 62-gal. Flaxpak carboy 
which was on display at the Assn. of 
American Battery Manufacturers con- 
vention in White Sulphur Springs. It 
is one of the containers suggested as 
suitable for the distribution of bat- 
tery electrolyte to service stations for 
filling dry-charge batteries. 

Flaxpak is a copyrighted trade name 
of the Flax Corp., West Hartford, 
Conn. It applies to a class of light- 
weight, unbreakable polyethylene car- 
boys. When encased in a plywood 
jacket, they meet ICC requirements 
for shipment of battery electrolyte by 
common carrier. 

At present most of the dry charge 
battery filling is done from small, one 
quart polyethylene bottles. The bot- 
tles are filled with electrolyte at local 
distributing points of the three rubber 
companies who are now selling dry 
charge batteries. They are shipped or 
delivered to service stations in wood 
cases holding 12 bottles. When empty 
they are returned by the station opera- 
tors for refilling. 


Catalog on Power Brakes 


There is a growing power brake 
exchange business, according to Ben- 
dix Products, South Bend, Ind. For 
that reason Bendix is putting out a 
new catalog with up to date informa- 
tion on power brakes for all passen- 


ger cars, trucks and tractor-trailer 


equipment. 


Electric Starter Outboard 

By way of information, Exide 
dealers are being reminded that there 
is another outboard engine on the mar- 
ket equipped with an electric starter. 
It is the Mercury Mark 50, a four- 
cylinder, 40-h.p. outboard, with a com- 
plete 12-volt electrical system includ- 
ing the starter, an electric choke, and 
automotive type distributor and gen- 
erator. The battery recommended by 
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the manufacturer is a 12-volt, 60-80 
ampere hour automotive type, and 
Exide suggests the use of its Sure-Start 
3EE, rated at 70AH. Or if more re- 
serve power is desired, a pair of 6- 
volt Group 1 Exides hooked up in 
series. 


Auto-Lite Holds Meetings 


W. E. Blank, sales manager, Auto- 
Lite Battery Corp., Toledo, told a 
meeting of 400 distributors and 
salesmen in Chicago recently about 
banner sales in the first half year. At 
the session, one of eleven held by 
Auto-Lite this summer, advertising 
and sales programs for the ensuing 


Check these 


Guaranteed accuracy 
Sealers approved 
Individually tested & certified 
Faultless operation 
Saves driver and truck time 
Printed record of your fueling 
Saves accounting time 
Day and nite fueling 

under lock and key 
Meter does your policing 





let us tell you how GRANCO 
Meters con save you time 
and money. Write... 
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year were outlined. Nearly 3,000 dis- 
tributors and salesmen participated in 
the series of meetings. 


New Warehouse for Goodrich 


Twelfth and largest of a string of 
new distributing centers has been 
opened by B. F. Goodrich in Colum- 
bus, Ohio. A district office of the tire 
sales division, formerly in Cleveland, 
has been transferred to this location, 
and a division headquarters for In- 
dustrial Products has been newly es- 
tablished here. The new warehouse 
makes possible overnight delivery of 
orders to parts of Pennsylvania, Ohio, 
West Virginia, Indiana and Michigan. 


REDUCE YOUR COST OF FUELING 


For all services where 
accurate metering is desired 


©@ BULK PLANTS 
© WHARVES 
@ FIELD INSTALLATIONS 
_ @ TRUCK LINES 
@ DELIVERY SERVICES 
© BUS LINES 
© TAX! COMPANIES 
© BREWERIES 


i © LAUNDRIES 
© TRUCK AND FLEET OPERATORS 


PROFIT BUILDING features 


METERS AND PUMPS 


GRANBERG CORP. 
1308 SIXTY-SEVENTH STREET 
OAKLAND 6, CALIFORNIA 
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PERSONALS 


Robert J. Pat- 
rick has been 
named manager 
of truck tire sales 
for Dunlop Tire 
& Rubber Corp., 
Buffalo, N.Y., in 
the latest of a 
long series of 
personnel changes 
announced by 
Dunlop in recent 
months. Patrick 
comes to Dunlop from Dayton Rub- 





R. J. Patcick 


You'll 
find 


ber Co., where he was also in charge 
of truck tire sales. He was a truck 
tire engineer for Seiberling following 
a term of military service. Prior to 
the war he spent ten years with Dun- 
lop’s former retail stores organization. 

T. W. Small is the new Chicago 
Division sales manager for Dunlop. 
He also is a former Dayton Rubber 
man, and before that was in the oil 
business as manager of TBA sales 
for Bulk Service Stations, Inc., of 
Chicago. 

C. S. McChesney has been made 


@ You get both product appeal 
and product protection when you 
use any one of the many G.P.&F. 
steel containers. We can give 
them a “custom made” look by 
lithographing them with your 
own trade-mark or advertising 
message—or in attractive solid 


colors. 
carloads, 
smaller quantities. 


Shown above: the 5-gallon dome top 
utility can. A wonderful sales stimulator 
because the customer can use the empty 
container in many ways ... in the home, 
in the garage, on the farm. Also avail- 
able in 40 Ib. fluid grease size. 


GEUDER, 


- H STH 


PAESCHKE & 


Available in straight 
mixed carloads or 


FREY CO 


TREET => MILWAUKEE w 
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chief engineer at Dunlop. He has been 
acting chief engineer since last De- 
cember, and has been with Dunlop 
for the past 31 years in a series of 
engineering posts. 

Harry F. Horn-Bostel has been 
named sales manager of the Dunlop 
Kansas City division. He was form- 
erly with Armstrong Rubber Co., and 
was at one time a territorial sales 
manager for Firestone. 

Carl J. Jenkins is now sales man- 
ager for Dunlop’s Atlanta Division. 
Since joining Dunlop in 1941 he has 
served in the Kansas City, Richmond 
and Atlanta divisions. 

Richard D. O’Brien has been ap- 
pointed sales manager of the Boston 
division. He was formerly sales man- 
ager for Bowers Battery Co., district 
manager in New England for Gen- 
eral Tire, and was at one time asso- 
ciated with U. S. Rubber Co. 
oe 

Henry G. Ni- 
chols has been 
named territory 
sales manager in 
the Minnesota- 

Wisconsin area 

for AP Parts 

Corp., Toledo, 

manufacturer of 

mufflers and tail 

pipes. He has 

served in the AP 

field force in 

southwest and east coast since 1949. 
* 


H. G. Nichols 


David M. Perlman has been ap- 
pointed manufacturer’s representative 
for Goerlich mufflers and tail pipes 
in North and South Dakota, Min- 
nesota, and parts of Wisconsin and 
Michigan. He was formerly sales man- 
ager for an automotive supply house 
in St. Paul. 

es 
Ralph I. Bost is 
now chief engi- 
neer of the Auto- 
starting Division 
of Gould-Na- 
tional Batteries, 
Inc., St. Paul, 
Minn. He will 
make his head- 
ae quarters at the 
a = company’s labora- 
R. I. Bost tory at Depew, 
N.Y., where he 
will have charge of automotive re- 
search, engineering and development. 

He is chairman of the technical 
committee of the Assn. of American 
Battery Manufacturers and a member 
of the subcommittee on storage batter- 
ies of the Society of Automotive En- 
gineers. 
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“lf you can pour it... 
* wecan haul it’...sayS,- 0 | 


HEARIN 
TANK LINES, INC. 


Baton Rouge. La. 


@ living up to their slogan, “If 
you can pour it, we can haul it,” 
Hearin Truck Lines’ fleet now includes 
three new 2800 gallon trailerized 
transport tanks specifically designed 
by Heil for hauling liquid sulphur. 
Hearin was first to haul liquid sul- 
phur successfully, and also pioneered 
in transporting liquid petroleum wax. 
Because of their versatility and abil- 
ity to work out rapid solutions to 
any liquid hauling problem, Hearin 
Tank Lines is one of the leading 
haulers in the South. They operate a 
fleet of 85 transport tanks to haul 
petroleum, crude oil, asphalt, mo- 
lasses, alcohol, and a wide variety 


of chemicals. 


ans 





Tnx HEIL co. 





lf it can be poured and hauled... 


HEIL 


CAN FURNISH THE TANK! 


Whether you need standard tanks for run-of-the-mill 
hauling, or specialized tank design for hard-to-handle 
products, Heil can meet your requirements right on 
the nose .. . because Heil makes them all, truck-mounted 
or trailerized, from standard lightweight petroleum 
transports to stainless steel or rubber-lined tanks for 
hauling practically any chemical or acid. Your loading 
and unloading conditions, solidification point, con- 
centration, ICC regulations and other specific condi- 
tions ... all are taken into consideration. 

Like Hearin Tank Lines, Inc., Heil pioneered in the 
liquid transport field. Among the famous Heil firsts 
are: True trailerized design, the first electrically-welded 
aluminum tank, the first commercial application of the 
sloping bottom to assure perfect drainage and low 


center of gravity, and the first welded stainless steel 
tank for any product. 


And whatever liquids you haul, Heil lightweight 
bonus-payload tanks save you money! Write today for 
literature describing every Heil feature. 


DEPT. 3784, 3037 W. MONTANA ST. 


MILWAUKEE 1, WISCONSIN 


Factories: Milwaukee, Wis.—Hillside, N. J. Heil Sales Offices: New York, Union, N. J., Washington, D. C., 
Atlanta, Cleveland, Milwaukee, Detroit, Chicago, Kansas City, Denver, Dallas, Los Angeles, Seattle 
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7)  -) : | 
ELECTRIC HOIST 





Easy to install ...easy to use— aieiraeare | 1 


The Globe 4-post Electric Hoist is easily installed in just 
a few hours. It’s just as easily moved, making it the ideal 
Hoist for temporary locations. What’s more, the Globe 
4-post Electric Hoist solves the problem of installing a 
Hoist on upper floors or wherever ground excavation 
is impractical. 


Four important features 


The Globe 4-post Electric Hoist features extra-wide 
beam spacing for more complete under-car accessibility 
. increased lifting range for greater working height 


ee, oi ee wwe, 
Globe Hoist Company » PN-654 
E. Mermaid Lane at Queen St. 

Philadelphia 18, Pa 


Use 
this 
coupon 


Send me data on Globe 4-post Electric Hoists and 
the complete Globe line 


Name 


Address 


City Zone State 


Te A SESE SS ORT 


I 
! 
l 
I 
i 
I 
i 
I 
J 





convenience . . . improved axle block supports for easy, 
safe lifting of all cars . . . ““Multi-Grip”’ drive-over ramps 
for easier car positioning. 


Roll-on or Free-wheel types 


The Globe 4-post Electric Hoist is available in both 
roll-on and free-wheel types. Free-wheel Hoists are sup- 
plied with axle block supports and drive-over ramps. 
Capacity of both types is 7,500 pounds, and both provide 
clear floor space with no center obstructions. 


=) 


THE BEST LIFT ay 
wy 
GLOBE HOIST a 
E. Mermaid Lane at Queen St., Phila. 18, Pa. 
Plants: Des Moines « Philadelphia 
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EQUIPMENT 


Atlantic Tells How to Pump Gasoline in Power Failure 


@ Atlantic Refining Co. has developed a method of dis- 
pensing gasoline through a metered pump without electric 
power, for use when disaster conditions cause local 
power failure. Briefly, it is this: Jack the rear wheel 
of an automobile up to a level with the pump pulley 
shaft, after removing the drive belt on the pump. 


Couple the wheel and the pump drive pulley with two 
rubber suction pumps on either end of a wooden shaft. 
Start the car engine and engage the foward gear, then 
open the pump nozzle. The engine should not be oper- 
ated in excess of 15 mph, or pump damage may result. 
The rear of the car should be supported on stand jacks. 











Sectional Stackbins Available 


Sectional stackbins can now be ob- 
tained in six sizes to help dealers cut 
storage costs on parts and supplies. 
They require no tools for setting up, 
just stack one on top of the other. The 
units are built of heavy gage welded 
sheet steel. Stackbin Corp. 


Circle No. 1 on Reply Coupon 


Taped Sales Message 


A one-minute magnetic-taped sales 
message for point-of-sale promotion is 
now available. The machine that 
broadcasts the message is only 8-in. 
long with an external S-in. speaker. 
It will run continuously or can be acti- 





ee ee SS eS 


vated by timing devices, electric eyes, 
or air hose lines. The cartridges con- 
taining messages are about the size of 
a pack of cigarettes and can be inter- 
changed. Mohawk Business Machines 
Corp. 


Circle No. 2 on Reply Coupon 


Power Takeoffs for Trailers 


A flexible shaft power takeoff drive 
for tractor-trailers has been designed. 
The unit, according to the manufac- 
turer, is especially adaptable for use 
on tank trucks for driving pumps. The 
shaft can also be used to power hy- 
draulic dumping units for dump truck 
trailers. Stow Mfg. Co. 


Circle No. 3 on Reply Coupon 


Floating Oil Tank Roof 


Phenolic plastic bubbles form the 
floating roof for as large as 10,000 
bbl. oil storage tanks. The bubble roof 
will prevent as much as 80 or 90% 
evaporation of volatile oil fractions. 
A floating layer of bubbles %-in. 
thick takes about 40 minutes to cover 
750 sq. ft. of oil surface in a 10,000 
bbl., cone roof storage tank. The bub- 
bie layer rises and falls as the oil level 
in the tank changes. The spheres are 
filled with inert nitrogen gas. They re- 
sist oil, as well as salt water and hydro- 
gen sulfide, which is present in sour 
crude oil. Bakelite Co., Div. Union 
Carbide and Carbon Corp. 


Circle No. 4 on Reply Coupon 
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LITERATURE 
Coating Data Revised 


Revisions in materials and recom- 
mended coating treatments are set 
down in a 12-page descriptive folder. 
One of the new products described is 
a general maintenance primer for use 
on wire brushed rusty metal or over 
old paints. Another section covers a 
white coating specially designed to 
hold up under solvents. David E. 
Long Corp. 

Circle No. 5 on Reply Coupon 





Floodlight Facts 


A line of small and medium flood- 
lights are covered in a new catalog 
bulletin. Three entirely new aluminum 
units are included in the descriptive 
literature. All types are factory wired, 
including approved cord and plug, and 
are equipped with heavy-duty mounting 
base for attachment to any flat sur- 
face or directly to the outlet box. Steber 
Manufacturing Co. 


Circle No. 6 on Reply Coupon 





MODEL HP - 18 - 20- 24 - 30 
- HINGED POLE 


Model A.R. 600 
Pat. Pending 
An Area Lite 
using 6 100- 
watt Rapid-Start 
Tubes. 


Fixture can be 

adjusted to any 
position and tilted to 
any angle desired. 


One-Piece Heavy Gauge 
Aluminum Reflector —Cast 
Alloy Aluminum Ends and 
Support Arm and Bracket. 
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= 


CAST STEEL BASE 


USCA PHILLIPS 


glo-rite lites 


MANUFACTURERS OF SERVICE STATION EQUIPMENT SINCE 1910 


5600 VINE STREET 








.~+*Glo-rite lites 


to satisfy 
.-your needs 


— 
-* 


SABER ERSE EERE ESESE EEE SE EE 


With a Complete 
Line of Service 
Station Lighting 
and Standards 


ENLARGED 


CINCINNATI, OHIO | 








Latest on Swing Joints 


General information and detailed 
specifications on 35 types of bronze 
and steel, plain and flanged swing 
joints, are given in a 12-page illus- 
trated catalog. Recommendations and 
information on use, care and mainte- 
nance of the equipment listed also are 
included. OPW Corp. 


Circle No. 7 on Reply Coupon 


New Lube Guide Out 


Chek-Chart’s new sixth edition of 
approved lubrication for trucks, with 
bus and coach recommendations, now 
is available. The new edition features 
a larger page size than previous truck 
guides (8% by 11% in.). Also, the 
“Work-Saver” chart format, first used 
in the 1953 passenger car lubrication 
guide, is employed on all diagram 
chart pages. The edition includes 100 
pages and is printed in two colors. 
Chek-Chart Corp. 


Circle No. 8 on Reply Coupon 


Handy Tube Tool Book 


Condensed listings of a complete 
line of tube working tools is offered in 
a pocket-size catalog. Included in the 
catalog are tools for cutting, flaring, 
bending, and other tube operations. 
Tools for copper aluminum, steel and 
stainless steel tubing all are shown. 
Imperial Brass Mfg. Co. 

Circle No. 9 on Reply Coupon 


Safety Rules Listed 


Safety pointers for operation of in- 
dustrial trucks are given in a new 
booklet. Photographs illustrate such un- 
safe practices as carrying off-center 
loads, carrying loads that are piled too 
high, using trucks for elevators, oper- 
ator inattention and many others. The 
book covers a total of 31 safety rules. 
Safety regulations observed by several 
leading users of industrial trucks are 
listed. Elwell-Parker Electric Co. 


Circle No. 10 on Reply Coupon 


Fuel Systems for Farms 


Farm service fuel systems are 
covered in a four-page color bulletin. 
Included is information on tanks, fit- 
tings, supports and accessories. Pump, 
elevated and skid type tanks are of- 
fered. A complete list of the com- 
pany’s farm tank sizes and models is 
in the bulletin. Columbian Steel Tank 
Co. 


Circle No. 11 on Reply Coupon 
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CLARK’S L.P.—-GAS CARLOADER* 


geduces engine maintenance, eliminates obnoxious exhaust fumes 





Now you can have the advantages of liquified 
1. Greatly reduces engine maintenance: petroleum gas-powered (butane, propane) mate- 
eliminates unburned carbon deposits and crank- rials handling, with complete safety. The Clark 
case dilution. L.P.G. Carloader is the first lift truck to receive 
eliminates fuel pump and complicated carbu- the all-important listing of Underwriters’ Lab- 
retor adjustments. oratories. Field and factory tested for two years, 
2. Eliminates obnoxious exhaust fumes: Clark’s unit is specifically designed and metered 
L.P.-Gas provides almost perfect combustion, for fork truck operation. For details, call your 
excellent for indoor operations. local Clark dealer, listed under ‘““Trucks, Indus- 
3. Provides safe, efficient operation: trial” in the Yellow Pages. Or send the coupon 


vacuum ignition switch is interlocked with fuel for specifications. 
line and manifold, impossible to spill fuel or 


load-up engine. C Lq RQ 4 Industrial Truck Division 
high compression head (8.5 to 1) gives maximum CLARK EQUIPMENT COMPANY 
economy and power from high octane L.P. Gas. EQUIPMENT 


Battle Creek 89, Michigan 
quickly demountable tank takes 3 minutes to C) Send details on LPG truck 
change. 

Stellite valves and seats prevent burning from 
high flame temperature of L.P. Gas. 
*4000 Ib. capacity, available with standard shift, Hydratork or Dynatork. 
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You get built-in’’ qual V CON 0 


with USS Steel Drums 


| a quality control can be ex- 
tended beyond your own manufactur- 
ing operations. It can go right along 
with your product after it leaves your 
plant . . . when you use USS Steel 
Drums. This means the end of costly 
customer claims that result from scale, 
dirt, grease and rust contamination. For 
now, with scale-free, rust-inhibited 
USS Steel Drums, you can guard the 
quality of your product between the 
time you ship it and the time the cus- 
tomer actually uses it. 

These sturdy steel containers are 
made of high grade USS Steel. A truly 
effective rust-inhibiting coating has 
been applied to a surface that has been 
cleaned — physically and chemically — 
so completely that the protective coat- 
ing will not flake off or be undermined 
by rust and corrosion. USS Steel 
Drums are better for you . . . better for 
your customers. 


United States Steel Products fabricates 
stainless, galvanized, tinned, painted 
and decorated drums and pails. Fur- 
nished in a wide range of capacities 
with a variety of fittings and openings 
to meet your particular requirements 





o-S’*S OPUNMS 


WRITE FOR FREE BROCHURE 


if you want further information on this quality steel drum, write to 





us at New York for this full-color brochure, “USS Drums — 100% 
Scale-free and Rust-inhibited.” 


‘It's Better te Ship in Steel” 


UNITED STATES STEEL PRODUCTS 
DIVISION 


UNITED STATES STEEL CORPORATION, DEPT. 184, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. - Port Arthur, Texas - Chicago, Ill. - New Orleans, la. - Sharon, Pa. 


USS STEEL DRUMS 
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PERSONALS 





W. J. Hancock 
has been named 
district manager 
in charge of the 
new New Orleans 
offices of the 
Grove Regulator 
Co. Prior to as- 
signment in New 
Orleans, Hancock 
had been assigned 
: to the firm’s 

W. J. Benes Corpus Christi 
office. The new office will handle ex- 
panding markets in that area for the 
Grove Seal-“O”-Ring Gate Valves. He 
was graduated from Texas A. & M., 
and has served in sales engineering 
and other positions connected with the 
oil and gas industries continuously 
since then. 

e 

Cecil Walton of Lima, Ohio, has 
been awarded a “Sammy” statuette by 
the Indianapolis Sales Executive Coun- 
cil as its distinguished salesman of Oil 
Marketing the year. He is a district 
sales manager for the U.S. Machine 
Division of the Stewart-Warner Corp., 
and the second U.S. Machine sales 
manager to win the award. Carl L. 
Riddle, also with U.S. Machine, of 
Norristown, Pa., was presented the 
award in 1953. Walton joined U.S. 
Machine in 1948 and took over an 
Ohio territory in 1952. 

+ 

Robert S. Garbutt has joined the 
headquarters sales staff of K-D Lamp 
Co., Cincinnati. He will be in charge 
of sales promotion, advertising and 
sales activities. 

* 

Jack H. Walters, Houston district 
sales manager of Rockwell Mfg. Co.’s 
Meter and Valve Division since 1951, 
has been named gas products man- 
ager for the entire division and will 
make his headquarters in Pittsburgh, 
Pa., the firm’s home office. He will be 
succeeded as district sales manager by 
Thomas I. Stacy, a sales engineer in 
the Houston office since 1940. 

7 


George M. Ed- 
inger has been 
named sales man- 
ager by Burrell 
Corp. of Pitts- 
burgh. He will 
conduct an ex- 
panded sales pro- 
gram forthe 
firm’s scientific 
apparatus and 
, laboratory chem- 

G. M. Edinger cals from his 
Pittsburgh office. He has been a Bur- 
rell sales representative for three years. 


M. H. Anderson 


Kenny, 
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Merlin H. An- 
derson has been 
named president 
of Tank Linings, 
Inc., a newly or- 
ganized company 
which will manu- 
facture Koroseal 
flexible tank lin- 
ingsin Ames, 
lowa. Other offi- 
cers of the com- 
pany are F. R. 


vice president, and A. G. 


Schreiber, secretary-treasurer. The 
company offices are at 923 Second 
St., Ames. 

. 


Robert F. Lay and Eugene L. Miller 
have been promoted by Cooper- 
Bessemer Corp., Mt. Vernon, Ohio. 
Lay, formerly chief engineer of the 
product division, has been appointed 
assistant general sales manager. Miller 
has moved up from supervisor of ap- 
plication engineering to assistant gen- 
eral manager of the company. 
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REGIONS Ez interpreting the oil news 


Pacific Coast 


By Charles N. Pollak 


Giveaway Folds 


William D. Coldiron, Fletcher Oil 
Co, jobber in the San Francisco Bay 
area, has discontinued at least tem- 
porarily a novel plan to give away 
insurance as a business getter. 

Last year Coldiron and his asso- 
ciates formed Tebco Co. as an insur- 
ance agency (NPN, May 13, 1953, 
p. 52). Under his “Tebco plan,” a 
customer purchasing gasoline received 
a card bearing an insurance applica- 
tion and a coupon to be punched with 
subsequent purchases. The card went 
to the dealer when the 150th gallon 
was purchased and the customer re- 
ceived a $500 automobile accident- 
medical expense insurance policy good 
for four months. 

The insurance was obtained from 
Indemnity Management Corp., and 
Tebco issued the policy on receipt 
from the service station dealer of the 
application and $1.25 for the pre- 
mium. 

Success, At First—At first the plan 
met considerable success. But it ran 
into double trouble. Attendants found 
the pump island paperwork too la- 
borious, and were not sufficiently 
indoctrinated to push Tebco aggres- 
sively. 

Final blow came from the insur- 
ance carrier, who withdrew from the 
plan on the grounds that its loss ex- 
perience was too great. 

Tebco’s originators still feel the 
idea has merits, not the least of which 
was its cost to the dealer of .75¢ per 
gal.—a cost Coldiron regards as ideal 
for a good, substantial giveaway. 


Trouble in the Valley 


It could have been sloppy gasoline 
supplies, neighborhood rancor among 
competing stations, a heat wave that 
pushed temperatures over 100 in the 
San Fernando Valley. 

Or it could have been the wide- 
open “back doors” at major refin- 
eries, distress selling by independent 
refineries, so-called recklessness among 
private-brand self-serve stations. 

Or it could even have been—as one 
veteran independent marketer theo- 
rized—*“a price war cooked up by the 
majors to discourage Phillips and Gulf 
from coming out to the Coast.” 
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Whatever it was, the chronic price- 
cutting along “Murderers’ Row” on 
Victory Blvd. in Burbank was being 
felt in other parts of the Los Angeles 
basin. One station even managed to 
post a price for regular-grade gaso- 
line—17.9¢ per gal.—which, less the 
8¢ state and federal taxes, was only 
slightly higher than the tax itself. 

That station was The Tire Town, 
Fletcher Oil Co. outlet at Imperial 
and Crenshaw Blvds. Manager Mickey 
La Vine told NPN he was sick and 
tired of the 20.9s and 22.9s (including 
taxes) in his bailiwick. So he posted 
(albeit briefly) the lowest gasoline price 
seen in the basin since before the 
Korean War. 

Of greater significance was the fact 
that large independent marketers were 
complaining that the valley’s 20.9¢ 
prices were being felt as much as 
15 miles from the core of the price- 
cutting area. 

Said one: “The only traffic I’ve seen 
in my multipumps has consisted of 
people wanting to buy a quarter’s 
worth of gas to take them as far as 
the 20.9s in Burbank. 

“While my places are empty— 
actually, my volume is down 60% — 
they’re lining up to get into some of 





Len Castle is on vacation. 
His Midwest column will be 
resumed upon his return. 











those Burbank stations. I heard of 
one that sold 18,000 gal. in one day. 

“How do they get away with it 
when they can’t possibly buy for much 
under 20¢? They make it on the 
Ethyl. Enough people come in for the 
20.9¢ stuff, see that the Ethyl’s only 
only a few cents more, and tken fill 
up on it to give those fellows a profit 
on huge volume. 

“But I’m hurtin’. I don’t believe in 
it but I’m going to have to meet them. 
They'll cut it out when they start los- 
ing money.” 

As this is written, a Texaco station 
on Ventura Blvd. has put up a 20.9¢ 
sign—a price at least 7¢ below what 
used to be considered ‘normal.’ 


Everybody’s Building 


Early this year it was announced 
that Superior Oil Co. would put up 
a large headquarters building at Sixth 
and Flower St., Los Angeles, across 
from both the Richfield and General 
Petroleum buildings. 

Since then Richfield began work on 
a substantial addition to its black-and- 
gold skyscraper and The Texas Co. 
said it planned to erect a territorial 
headquarters building out of the down- 
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town area, at Wilshire Blvd. and 
Catalina St. 

Last week Union Oil Co. also told 
of an impending move. The company 
acquired a 200,000-sq.-ft. plot of land 
overlooking the Harbor Freeway as 
the site for a height-limit building to 
serve as a new company headquarters. 
Union didn’t say when it would start 
to build. The lease on its present quar- 
ters in the heart of the downtown 
shopping district expires in 1963 


Atlantic Coast 


By 
Raymond E. Bjorkback 


Oil Official Fights Back 


Executive Secretary Edward E. 
Esterline of the Greater Philadelphia 
Fuel Conference will attest that it’s 
downright disconcerting to find that 
even a member of your fuel oil 
operators’ group has “bought” the nat- 
ural gas sales story. 

But, he’s discovered also, com- 
petition has its uses. And he’s turned 
such to fuel oil’s advantage. 

Here, in his own startled words, 
is the story of his dismay, and what 
he did about it: 

“It is regrettable, but true, that 
they (the gas people) not only have 
convinced a lot of unsuspecting con- 
sumers about the alleged economies 
of gas heat but they have also sold 
the idea to some unsuspecting retail 
(fuel oil) dealers in our own midst. 
Ye gads, boys, the competition is 
tough enough without swallowing the 
opponent’s story, hook, line and 
sinker, and then giving up because 
you are convinced that you're licked. 

“LISTEN TO THIS! Very re- 
cently, while discussing our program 
with one of our members, he claimed 
that we had very cleverly picked out 
one of the very few examples we 
could find in order to substantiate in 
our advertising that ‘OIL HEAT 
COSTS LESS THAN GAS’ (see 
July 28 NPN, Page 44). 

“He also said that the chart prepared 
by our consulting mechanical engi- 
neer . . . showing the breakdown in 
cost, month by month, for the sample 
house burning 1,057 gal. during the 
last heating season was probably the 
only one we could find. Then he added 
the final blow by saying that he agreed 
with the gas folks’ claims that they 
could heat a 5 to 6-room-and-bath 
row house for, say, about $9 per 
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month (on the 12-month budget plan) “From | Station in "29 to 
and that was mighty little money; in 
fact it was just a little over $100 per 


year. At this point he was feeling so 2,250,000 Gallons—thanks 


bad, and he had me so worried, that 


we nearly committed suicide together 4 hfi id 
on the spot. to Ric ie 

Cheering Comparison — “Then I ee ee = n 
shook myself off, came out of the —— 8 C $ 
trance, oa asked him to do some- * ae Weed cooperation 
thing for me. I bet him a short coke oor a 
that he was heating houses like that 
during the past heating season with 
NOT OVER 500 GAL. FOR THE 
ENTIRE SEASON, and at an average 
price of 13¢ per gal. that figured out 
to $65 and was, in fact, a better price 
comparison story than the 1,057-gal. 
example we had originally used. I 
asked him to return to his office, 
check his Kardex, and in alphabetical “Word of Mouth” 
order find me 19 customers to whom | vil ‘ * 2 
he had, during the past season, served ™ 3 ety 
500 gal. or less. sae : 

“Within an hour, he called me back, te. Waterville, N.Y. 
almost as elated as a new father, and 
admitted he found 10 such examples 
without getting out of the first letter 
of the alphabet! I am happy to report 
that his desire to go on living has been 
renewed.” 

Nevertheless, Esterline called on the 
engineer—other dealers might have 
succumbed to the gas story. Now con- 
ference members are armed with com- 
parative cost studies on dwellings using 
500 gal., 1,750 gal. and 2,500 gal. When a man tells you something face to face, you can 
annually—in addition to the initial bank on what he says. So listen to the “word of mouth” 
1,057 gal. example. Richfield ad heal licited till eee eiew Shue 

They show that the percentage of ichheld advertising -— unsolicited, ae date 
savings to the consumer with oil is Richfield Distributor A. G. Hazelden of Waterville, N.Y. 
mitt a gaetnany the small house than “Cherry Valley Oil Corporation began business in 1929 
’ with one Service Station. Since that time, our gallonage 
Union Efforts Tightening has grown to two and one quarter million gallons. 


Things promise to get rougher be- “We feel that much of our success is due to the coopera- 
fore they get better on the Philadel- 


bi Rgalte- ae tion of Richfield Oil Corporation of New York in all 
phia service station scene in the drive : . iallw ¢ i ° 
of the AFL Teamsters Union, Local parts of our business. We especially appreciate the ex 
596, to organize station employes. cellent products that are furnished us, and we have had 
Observers of that activity are con- unusual cooperation when we asked for information or 
vinced that “a more forceful ap- assistance both from our District Manager and from the 
proach” to dealers is about to be @”” 
taken, now that A. S. (Blackie) Car- New York Office”. 


dullo, 280-lb. Philadelphia port agent Cooperation—in all parts of your business—how many 
of the Seafarers International Union, 


} _ distributors get that from their suppliers? Richfield Dis- 
by air af taitie dat ae Fan, —_ tributors do—and they're spreading the good news by 
"Cardullo can muster substantial word of mouth. Find out why. Write, wire or phone— 
manpower. SIU ordinarily has from | and do it now! 
300 to 400 members “on the beach” | 
(between sailings) in Philadelphia all 4 


| v 
“We're the only union in the city 


| 
that can march an army,” he report- 
| OIL CORPORATION OF NEW YORK 

















edly pointed out recently. And he was 


quoted as boasting: 542 FIFTH AVENUE, NEW YORK 36, N. Y. 
“We've never lost a beef in Phila- 


delphia.” | Serving the Eastern Seaboard from Maine through Florida 
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J. P. Mosher, Jr., Market Editor, NPN and Platt’s OILGRAM Price Service, 330 West 42nd St., New York (36), LOngacre 
‘e)i5 AVN 4 4a 4-3000. Other OILGRAM News Bureaus: Chicago (11), 520 N. Michigan Ave., MOhawk 4-5800; Washington (4), 1188 


National Press Building, Republic 7-6630; Houston (2), 810 First National Bldg., ATwood 0412. 


Prices Bounce Back In 


Heavy buying in a previously throttled-down 
Gulf refinery market sent prices 0.25¢ higher 
for regular-grade gasoline and distillates the past 
week. 

And, with spread between Gulf and East Coast 
prices at nearly all-time lows, the cargo hikes in 
the Southwest reacted almost immediately along 
the Atlantic Seaboard: 

—In Pennsylvania, Atlantic Refining Co. ad- 
vanced its gasoline tank wagon prices 0.4¢ to 
0.6¢; 

—Esso Standard withdrew its “voluntary allow- 
ance” of 0.25¢ on tank car, yard and barge sales 
of No. 2 fuel at points from Baltimore north. 


Since mid-July, when refiners started to apply the brakes 
on crude oil throughput, markets have seen one of the 
sharpest turn-arounds in recent years. In a matter of a few 
weeks, the Gulf cargo market has switched from surplus 
to sold-out, with heavy buying instrumental in the change- 
over. 

Buying at Gulf Active—Upwards of 20, and probably 
nearer 30, cargoes of clean products have been closed at 
Gulf in past several weeks. Extent of the gasoline sales was 
indicated in reports that at least six refiners have no gasoline 
to offer prior to October, and one Independent refiner, not 
until November. 

One refiner-buyer confirmed that since he cut back his 
refinery runs he has bought supplemental gasoline supplies 
totaling “in excess of 1,000,000 bbls.” 

Regular-grade, 87 oct., gasoline was reported ranging 
upward from 10.5¢, up 0.25¢ on the low for cargo lots, 
FOB Gulf. Lower octane grades also higher priced in- 
cluded 84 oct. regular, up 0.25¢ to 10¢, and 83 oct. regular 
up 0.125¢ to 9.875¢. 

No. 2 fuel also has come in for some active buying. Bar- 
ring a basic change in refiners’ ideas on crude throughput, 
there appears to be little cargo -lot No. 2 fuel that is not 
contracted for all through the Winter. At the Gulf, prices 
for home heating oil were up 0.25¢ to 8.25¢, with gas oils 
also quoted higher by the same amount. 

East Coast Prices Up—With the move to 10.5¢ for regu- 
lar-grade at the Gulf, gasoline prices in the Southwest had 
recovered a total of 0.75¢ from their recent low, and prices 
in the East responded accordingly. In Pennsylvania, Atlantic 
Refining Co. reported increases ranging from 0.4¢ to 0.6¢ 
in its dealer and commercial tank wagon prices throughout 
the state, effective Aug. 9. 

Atlantic’s tank wagon price for Atlantic (regular) gasoline 
was increased from 13.9¢ to 14.5¢ at Philadelphia. At 
Reading, the increase was from 14.5¢ to 14.9¢; at Pittsburgh, 
from 15¢ to 15.4¢. 

In New Jersey, where retail price cutting has been the 
order of the day for months, “discounts” off tank wagon 
prices started to abate on Aug. 5. The majority of New 
Jersey marketers “pulled” their dealer “discounts”—which 
had ranged from 0.8¢ per gal. (off 14.7¢ tank wagon) up fo 
2.8¢ off at a few points in southern part of the state. After 
that, retail gasoline prices started to work higher (see 
p. 57). 

Eastern Distillate Prices Rise—The story on eastern dis- 
tillate prices was much the same as that for gasoline. When 
Gulf Coast prices for No. 2 fuel advanced to 8.25¢, up a 
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Active Buying 


total of 0.5¢ since early August, the pressure for higher 
eastern prices became strong. With Gulf No. 2 prices at 
8.25¢ and New York harbor at 8.7¢, the differential— 
about 18¢ per bbl.—was less than prevailing ocean freight 
rates. In other words, eastern resellers who had bought 
sparingly for months were ready to jump in and place 
orders. 

And that is what they did, almost swamping the barge 
loading racks at New York refineries. When Esso Standard 
reported withdrawing its “0.25¢ voluntary,” virtually every 
available barge in the East was spoken for to pick up oil 
before the increase became general. 

Esso Standard withdrew its No. 2 “voluntary allowance” 
in eastern markets, effective Aug. 9. This meant that the 
company’s tank car, yard and barge No. 2 posted prices 
applied, with no special allowances. On June 23 last, Esso 
instituted the No. 2 “voluntary” to meet competition at 
lower prices. When the company announced elimination 
of the “voluntary” on Aug. 6, its New York harbor Bayway 
refinery was deluged with barge orders—enough to keep 
the plant loading over most of the weekend. 

Midwest Prices Slow To React—The strength in Gulf 
Coast prices that was so quickly reflected in the East was 
barely felt in the Midwest. In fact, the Midwest for many 
months has been the principal area of surplus in the nation. 

No. 6 fuel prices, Group 3 basis, were up S¢ bbl., to 
$1.05, but gasoline continued to be in large supply at 
river terminals and along the Great Lakes Pipe Line. At 
Great Lakes Pipe Line terminals, it still was possible to 
obtain “discounts” ranging from 0.25¢ to 0.625¢ on spot 
gasoline. And, sales of No. 2 fuel in tank car lots at 7.5¢, 
Group 3, were reported, the price lower by 0.75¢ than 
quotations reported by refiners. 

Big West Coast Supplies—In addition to the topheavy 
supply position in the Midwest, California bunker oil sup- 
plies were looming as a possible trouble spot. In fact, 
trading featured the movement of a cargo of residual from 
the West Coast to Montreal. 

During the past several months, West Coast suppliers 
increasingly have been interested in new outlets for bunker 
oil as their inventories rose. Recent API figures put Cali- 
fornia bunker oil inventories at 26.8 million bbls. When 
inventories pass 30 million bbls. on the West Coast, some 
suppliers in that area reportedly will be in distress. 

Despite the two obvious soft spots—Midwest gasoline and 
West Coast heavy fuel—the oil industry was operating on a 
much more even keel in mid-August than in mid-July. But 
when some refiners said they were sold out for months 
ahead, the remark patently was subject to amendment if 
the refiner increased his runs. And, with the nation’s re- 
finery capacity in the neighborhood of 8,000,000 b/d, re- 
finery runs can be boosted at will. 

A spot check of retail and tank wagon gasoline markets 
follows. Prices are exclusive of state and federal taxes, the 
amount of which appears in parentheses. 

Boston (7¢)—Dealer price assistance has sprung up again 
in the South and East sections of the city. “Assistance” 
generally ranges from 0.8¢ to 2.9¢ off posted 14.8¢ tank 
wagon price. Pump prices in the “cut” areas range upward 
from 16.9¢, whereas elsewhere in the city prices range 
up to 21.9¢ 

Hartford, Conn. (6¢)—Gasoline tank wagon prices 
slipped to mid-July levels, off 1.4¢ to 13.4¢, when pump 
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prices failed to advance following last month’s tank wagon 
increase. Stations generally post 16.9¢ for regular-grade, 
and private brands are at 14.9¢ and 15.9¢. 

Lexington, Ky. (9¢)—Standard Oil Co. (Kentucky) re- 
duced its tank wagon price 0.5¢ to 16.4¢ for Crown (regu- 
lar) gasoline, effective July 20. 

Los Angeles (8¢)—Station prices hit four-year low when 
a Fletcher Oil Co. outlet posted 9.9¢. The cut was in retalia- 
tion for nearby 12.9¢ and 14.9¢ prices, and lasted only over 
one weekend. 

New Jersey (6¢)—From 25% to 30% of dealers in the 
state have raised their pump prices for regular-grade to 
“normal” 20.9¢. Upward trend was slow, however, for 
some suppliers delayed before withdrawing their “voluntary 
allowances” off tank wagon prices. In some towns, regular- 
grade still was posted as low as 17.9¢. 

Providence, R. I. (6¢)—Gasoline tank wagon prices fell 
for the second time in a week. Suppliers mostly cut 1¢ to 
12.9¢, although some that were posting 14.8¢ tank wagon 
were giving “allowances” totaling 1.9¢. Retail prices ranged 
from 14.9¢ to 16.9¢. 

San Francisco (8¢)—A month-old price war in the penin- 
sula area began to spread last week, and covered a large 
portion of San Mateo county. The “low” in the area was 
15.9¢ for regular-grade, with premium prices fluctuating 
between 16.9¢ and 20.9¢. Before the cutting started, prices 
mostly were 19.9¢ for regular and 22.9¢ for premium. 
Price war area includes about 400 stations. 


Gulf Coast 


Gasoline, Distillate Prices Up 


Prices for gasoline and most distillates were higher 
at the Gulf the past week. Buying was active, and many 
refiners now are sold out of products until the Fall. 

Prices for 87 oct. regular-grade were up 0.25¢ per gal., 
to 10.5¢ on the low of refiners’ quotations. Regular-grade, 
84-oct., also was up 0.25¢, to 10¢, and 83 oct. was up 
0.125¢ to 9.875¢. 

In the distillate section of the market, No. 2 fuel was 
priced higher by 0.25¢, at 8.25¢, and gas oil prices, also 
up, ranging from 8.25¢ for 43-47 d.i. 

The extent of recent gasoline sales activity was indi- 
cated in reports from six refiners that they have no addi- 
tional product—barring increases in their refinery through- 
put—to offer prior to October. On the other side of the 
fence, the scope of gasoline buying was pointed up in one 
refiner’s report that he had picked up “well in excess” of 
1,000,000 bbls. of supplemental lots. 

The story was much the same on distillates, and some 
trade sources said that the No. 2 fuel output in the South- 
west was largely spoken for through next Winter. It is 
known that at least 15 cargoes of No. 2 fuel have been 
closed spot in the past several weeks. And, when a buyer 
takes No. 2 in the summertime, he usually asks for, and 
gets, an extra cargo in the winter. Then, also, a big— 
1,250,000-bbl.—requirement for No. 2 for loading in the 
winter months reportedly still lies uncovered. 

While details of many of the spot cargo sales could not 
be learned in full, most of them took place “at the low” 
on the date of lifting. 


Atlantic Coast 
Esso’s No. 2 ‘Voluntary’ Withdrawn 


Firmer No. 2 fuel market following Esso Standard’s 
withdrawal of 0.25¢ “voluntary allowance” off its prices 
for No. 2 and Diesel fuels highlighted Atlantic Coast mar- 
kets the past week. 
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Early in week buyers showed increasing interest in No. 2 
oil following price advances at the Gulf, and contract 
takings were up noticeably. Material at “discounts” off 
8.7¢ low of price range at New York harbor in barges 
disappeared from the market, with suppliers increasingly 
hesitant to move material at current “lows.” 

At week’s end, an independent terminal operator with 
300,000 bbls. No. 2 for sale said he had increased his price 
0.5¢ to 9.2¢, after refusing several offers to sell at 8.8¢. 

General increase in gasoline tank wagon prices through- 
out Pennsylvania was announced by Atlantic Refining Co. 
effective Aug. 9. Prices to both dealer and commercial 
accounts were increased by 0.4¢ to 0.6¢ gal., with premium 
price differential over regular-grade remaining unchanged 
at 2.5¢. 


Chicago District 
Fuel Oils Improve, Gasoline Weak 


Consensus of refiners and local river terminal operators 
in Chicago District last week was that light fuels were 
improving, but that gasoline still was weak. Heavy fuels 
continued firm with both suppliers and brokers looking 
ahead to strong winter market for these grades. Prices 
were unchanged for all products. 

Several refiners said there was increasing trend for “dis- 
counts” to “disappear” on light fuels as higher prices at 
the Gulf began pointing to higher replacement costs. 

Although local refiners still were making strong efforts to 
improve the gasoline oversupply condition by curtailing of 
crude runs, latest API statistics showing higher runs at the 
Gulf gave way to pessimistic observation that Chicago may 
continue to be “dumping ground” for gasoline. Outlook is 
poor, they said, unless East Coast demand parallels, or 
betters, higher Gulf Coast runs. 


Midwestern (Chicago-E. St. Louis Area) 
No. 6 Fuel Price Rises 5¢ Bbl. 


Heavy fuel prices ranged 5¢ higher in Midwest last week. 
Light fuels were steady. Gasoline, however, remained weak 
throughout “pipe line territory.” 

No. 6 fuel prices ranged from $1.05 to $1.10, Group 3, 
up 5¢ on the low when one refiner withdrew from market. 
At same time, brokers began reporting inability to find spot 
material available for resale at $1.10. One broker said he 
was out of No. 6 for immediate sale; another said he could 
take a small order for 1% sulfur No. 6 at $1.05, but would 
not quote flat over balance of August at $1.10. 

Gasoline prices showed no improvement at Great Lakes 
Pipe Line terminals or at river terminals, in spite of fact 
that District 2 refinery runs continued downward. “Dis- 
counts” up to 0.625¢ on regular-grade gasoline still were 
available at GLPL terminals to spot buyers. 

Prices for Nos. 1 and 2 fuels remained steady at GLPL 
terminals at refiners’ Group 3 low quotations, plus pipe line 
tariffs. Broker disclosed sale of No. 2 fuel at 7.5¢, Group 3, 
for tank car shipment; quotations by refiners were at flat 
8.25¢. 


Mid-Continent 
Residual Fuel Trading Increases 


Stronger market for residual fuels was apparent in Mid- 
Continent the past week as No. 6 prices increased 5¢ bbl. 
in Oklahoma, and several traders revealed purchases and 
sales at prices above the “low.” Also, number of inquiries 
for both No. 5 and No. 6 were in the market. 

In general, supply and demand picture for gasoline was 
improving, with volume holding up well against contracts. 
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OIL MARKETS 





Summary of Gasoline Prices (August 3 through August 9) 





Monday 
Aug. 9 
12.625-14.55 

13.25-13.8 


Motor Gasoline 95 Oct. (Premium ): 


N, Tex. (Texas & New Mex. shpt.)........... 
W. Tex. (Texas & New Mex. shpt.)........... 
Motor Gasoline 92 Oct. oe 
Okla., Group 8 (Okla. shpt. (4)12-13 .375 
Okla. G 2 11.5-13 
N. 12.625-14.2 
12.75-13 


_ ming 
Tex. (Texas & New Mex. shpt.)........... 
W. Tex. (Texas & New Mex. shpt.)........... 
Onis. Group's (Onin sot (6)11-11.975 
roup MEET. ste cecaleanae -11. 
= Group 8 3 (Northers pt. 10.5-11.125(2) 
N. Tex. ‘exas & New Mex. shpt.) apy ae 11.5-12.7 
W. Tex. (Texas & New Mex. shpt.) 11.5-12.25 
Motor Gasoline 60 Oct. M & below: 
Okla., ose $ IL bandcccvcsdbeace (4)10 . 25-10 .375 (2) 
Okla., Group 3 (Northern shpt. ) 10-10.25 
N. Tex. (Texas & New Mex. shpt ). (2)10.75-11.8 
a... Tex. (Texas & New Mex. shpt.)........... (2)11.25-11.5 
otor Gasoline 92 Oct. (Premium): 
“es York as 


12. 
Motor 


(2)11 
13.95-15.8 
3.8 


13.85 1 
(2)15.4-15.9 (2)15 


12.45-13.8 
11.5-13.7 

(3)12.9-13.9 
12.8 


Y or! 
lelphia 
lelp! 


New | 
Philad 
Philad 











: 
Western Penna., Bradford- Warren: 
92 Oct. 


14.75 
13.5-13.9 


13 .75-14.25 
12.5-138 


14.45 
12.5 


13. 


12. 


Friday 


Aug. 


12 .625-14.55 
13 .25-13.8 


“nt 13.375 
1.5-13 

12. 625-14.2 
75-13 


(6)11-11.375 
10.5-11.125(2) 
11.5-12.7 
11.5-12.25 


(4)10.25-10 .375(2) 
10.25 


10-10. 
(2)10.75-11.8 
25-11.5 


75 


.5-13.9 


- 75-14 .25 
12.5-13 


-45 
6 


95-15.8 
-85 
-4-15.9 
45-13 .8 


11.5-13.7 
(3)12.9-13.9 
12.8 


Wednesday 
Aug. 4 
12.625-14.55 
13.25-13.8 | 


Tuesday 
Aug. 3 
12.625-14 55 

13 .25-13.8 


Thursday 
6 Aug. 5 
12.625-14.55 
13 .25-13.8 


(4)12- tt (4 oe 13.375 


12.625-14.2 
12.75-13 


es a ” 


12° 625-14. 2 
x12.75-13 


(5)11-11 .375 
10.5-11.125(2) 
11.5-12.7 
11.6-12.25 


(5)11-11.375 
10.5-11.125(2) 
11.5-12.7 
11.5-12.25 


(5)11-11.375 
105-11. 125(2) 
11.5-12.7 
11 ,.6-12.25 

(4)10 .25-10 .375(2) 
10-10 .25 

(2)10.75-11.8 

(2)11.25-11.5 


(4)10 .25-10 .375(2) 
10-10 25 


.75-11.8 
-25-11.5 


(4)10 .25-10.375(2 
10-10.25 
-75-11.8 
-25-11.5 
13 .95-15.8 
18.85 
(2)15.4-15.9 


-95-15 8 
3.85 
.4-15.9 


-95-15.8 
3.85 

-4-15.9 
12.45-13.8 


11.5-13.7 
(8)12.9-13.9 
12.8 


oe 13.8 
5-13.7 
iz. 2 13.9 
12.8 


-45-13.8 
11.5-13.7 

-9-13.9 
12.8 


4.75 -15 
-5-13.9 .5-18.9 


.75-14.25 .75-14,25 
12.5-13 2.5-13 


45 -45 
2.5 6 





Prices generally were unchanged except in West Texas, 
where premium-grades were off 0.25¢. Distillates remained 
in fair shape for this time of year, but little activity was 
reported in lubricating oils. 

Several sales of No. 6 fuel were disclosed. One Oklahoma 
tank car marketer said he bought 3,000 bbls. at $1.10, FOB 
Kansas refinery, for resale at $1.15 to Kansas industrial 
plant. Other purchases at $1.10, Group 3, for resale, were 
reported by marketers, and an Oklahoma refiner said he 
sold 10 cars at $1.15. Inquiries in market for No. 6 ranged 
from small lots to two in the 40,000 to 50,000-bbIl. class. 

Meantime, an Oklahoma refiner, who had previously 
quoted $1.00, FOB Group 3, for No. 6 fuel, withdrew his 
quotation because of lack of material available for spot 
market. As a result, No. 6 fuel prices ranged upward from 
$1.05, Group 3. However, majority of traders said price 
to resellers was $1.10, and to general trade, $1.15. Some 
suppliers said they were holding off making any offerings 
of residuals for time being, since they expected higher 
prices by early Fall. 

Most refiners described gasoline supply and demand 
picture as improving, with shipments good locally, and 
northern demand fair. However, some weak spots were 
reported. Farm sales were off in Kansas and in parts of 
Oklahoma and Texas because of dry weather. 

Demand for distillates continued to pick up, with refiners 
saying that material was moving well for this time of year. 
One refiner said his distillate inventories were about half 
what they were year ago. 


Central Michigan 
Regular-Grade Gasoline Off 0.125¢ 


Refiners’ prices for regular-grade gasoline ranged 0.125¢ 
lower in Central Michigan last yeek. A “smattering of inter- 
est” was shown in light fuels, but refiners generally said 
actual shipments still were slow. Heavy fuels continued 
to be subject to “discounts” even though most plants were 
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“in balance” or were in low supply. 

Prices for min. 86 oct. regular-grade gasoline ranged 
from 13.25 to 13.75¢, FOB Central Michigan, down 0.125¢ 
on the low, following like reduction by one refiner. 

Meanwhile, gasoline prices to commercial consumers and 
to local government agencies continued weak. Instance 
was disclosed of quotation of 13.1¢, delivered, for regular 
gasoline to county; local dealer tank wagon price for 
regular was 17.2¢. 


Western Penna. 
Lube Oil Inquiries Increase 


Though open market sales were slow in Western Penna. 
the past week, several refiners noted signs of strengthening 
in the lubricating oil picture. Export inquiries totalling 
well over 500,000 gals. were in the market, and the gen- 
eral comment was that these inquiries would help “pull 
down” some of the present large inventories. 

Atlantic Refining Co. announced increases throughout 
Pennsylvania in its tank wagon prices for gasoline, but 
refiners’ tank car prices were unchanged at week’s end. 

The unconfirmed report of an export inquiry for over 
500,000 gals. of lubricating oils reported a week ago was 
verified by refiners last week. Although all details were not 
disclosed, it is known that neutral oils and cylinder and 
bright stocks are included in the tender, which calls for 
delivery of some of the material as late as mid-October. 

In addition, one refiner reported another foreign inquiry 
in the market for “around 150,000 gals.” of bright stock. 
This refiner added that recent large open market sales had 
forced him to buy bright stock the past 30 days to meet his 
contract commitments. 

Fuel oil trading was quiet, and some refiners continued 
to report “scattered shading” at the tank wagon level. Tank 
car prices, however, remained firm. 

Status of crude scale wax and petrolatums was un- 
changed, with these products continuing firm and tight. 
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Crude Oil Prices 


Ben Franklin revises crude oil postings to con- 
form with reductions by most other purchasers in 
five southern Oklahoma counties; Shell Oil cuts 
its posted prices for crude oil in Carter County, 
Okla. No other changes reported in crude oil prices 
in week ended Aug. 7. For complete crude price 
schedules, see P. 56-57 of July 28 NPN. 











Crude Products Spreads Drop 5 To 8¢ 


Spread between crude and products prices narrowed 
sharply, with the refiner in the middle, in month of July. 
According to Independent Petroleum Assn. of America, 
crude-products spread fell 8¢ to $0.82 bbl. for nation as a 
whole last month, and 5¢ to $0.69 for area east of Cali- 
fornia. 

All major products price averages fell sharply, but crude- 
oil prices were off only 1¢ per bbl. For nation as a whole, 
gasoline price average slipped from 11.72¢ in June to 
11.45¢ in July, kerosine from 10.32¢ to 10.25¢, light fuel 
from 8.92¢ to 8.66¢, and residual fuel from 3.80¢ to 3.71¢. 

IPAA’s averages for July and June 1954, and July 1953, 
compare as follows: 


Table I — California Included 


Refined products in 9 July June 
refinery markets 1954 1954 

Motor gasoline (¢ gal.) 11.45 11.72 

Kerosine (¢ gal.) 10.25 10.32 

Light fuel (¢ gal.) 8.66 

Heavy fuel (¢ gal.) 3.71 

Average above 4 products 

Cents per gal. 8.65 

Dollars per bbl. 3.63 

Crude pet. in 8 areas ($ bbl.) 2.81 


Table Il — California Excluded 


Refined products in 8 July June 
refinery markets 1954 1954 
Motor gasoline (¢ gal.) 11.26 11.50 
Kerosine (¢ gal.) 9.36 9.45 
Light fuel (¢ gal.) 8.44 8.53 
Heavy fuel (¢ gal.) 3.61 3.67 
Average above 4 products 
Cents per gal. 8.45 8.60 
Dollars per bbl. 3.55 3.61 3. 
Crude pet. in 7 areas ($ bbl.) 2.86 2.87 2.89 
Prices shown above are weighted averages based on low 
quotations as published in National Petroleum News, and 
prepared by IPAA to reflect trend in oil prices and should 
not be interpreted as showing actual sales realization for 
producers or refiners. 





NPN Gasoline Index 
(cents per gal.) 


Dealer T.W. Tank Car 
August 9 15.79 12.06 
Month Ago 15.64 12.20 
Year Ago 16.54 12.70 


Dealer index is an average of dealer tank wagon price 
ex tax in 50 cities. 

Tank car index is weighted average of following whole- 
sale markets for regular-grade gasoline, FOB refineries or 
terminals: Okla.; Midwest; W. Penna.; Calif.; N. Y. Har- 
bor; Philadelphia; Jacksonville; Boston and Gulf Coast. 
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Gasoline Prices For 50 U.S. Cities 


Following are averages of prices for regular-grade (house- 
brand) gasoline, and taxes, in 50 representative U.S. cities 
on July 1 as reported by The Texas Co. to API. Figures in 
¢ per gal.; (i) and (d) indicate increase or decrease as com- 
pared with June 1. 


Posted Gasoline 
Dealer Service Tax Service 
t/w price Station (incl.2¢ Station 
(ex tax) (ex tax) federal) (incl.tax) 
Average U.S. d-16.05 4-21.58 i-7.50 4-29.08 
Portland, Me. i-14.90 i-20.90 8.00 i-28.90 
Manchester, N.H. 16.50 20.90 7.00 27.90 
Burlington, Vt. 16.60 —i-22.60 7.00  i-29.60 
Boston, Mass. 14.90 18.90 7.00 25.90 
Providence, R.I. d-11.90 4d-15.90 6.00 d-21.90 
Hartford, Conn. d-13.40 4d-16.90 6.00 d-22.90 
Buffalo, N.Y. 16.20 22.80 6.00 28.80 
New York, N.Y. 15.50 23.50 6.00 29.50 
Newark, N.J. 15.20 d-16.90  i-6.00 22.90 
Philadelphia, Pa. 15.40 20.90 7.00 27.90 
Dover, Del. 15.40 22.00 7.00 29.00 
Baltimore, Md. 15.10 21.50 8.00 29.50 
Washington, D.C. 15.60 d-21.50 8.00 d-29.50 
Charleston, W.Va. 16.40 24.40 7.00 31.20 
Norfolk, Va. 15.00 d-19.90 8.00 d-27.90 
Charlotte, N.C. 16.00 22.50 9.00 31.50 
Charleston, S.C. 14.90 21.00 30.00 
Atlanta, Ga. 16.60 22.50 8.00 30.50 
Jacksonville, Fla. 16.10 20.40 9.00 29.40 
Birmingham, Ala. 16.40 22.30 9.00 *31.30 
Vicksburg, Miss 16.00 22.90 9.00 31.90 
Memphis, Tenn. 15.30 20.90 9.00 29.90 
Lexington, Ky. d-13.90 4-17.90 9.00 d-26.90 
Youngstown, Ohio d-15.30 d-19.50 7.00 d-26.50 
South Bend, Ind. 17.00 22.40 6.00 28.40 
Chicago, IIl. 16.30 22.01 7.00 29.01 
Detroit, Mich. 16.80 22.73 29.23 
Milwaukee, Wisc. 17.30 22.90 6.00 28.90 
Twin Cities, Minn. 16.30 21.90 7.00 28.90 
Fargo, N.D. 17.20 22.70 7.00 29.70 
Huron, S.D. 17.10 22.50 7.00 29.50 
Omaha, Neb. 16.00 20.50 8.00 28.50 
Des Moines, Iowa 15.90 21.40 7.00 28.40 
St. Louis, Mo. 15.70 20.90 6.00 *26.90 
Wichita, Kans. 15.00 18.90 7.00 25.90 
Tulsa, Okla. 14.90 21.00 8.50 29.50 
Little Rock, Ark. 16.20 22.50 8.50 31.00 
New Orleans, La. 14.60 d-2040 9.00 d-29.40 
Houston, Tex. 14.70 20.00 6.00 26.00 
Albuquerque, N.M. 16.90 22.50 8.50 **31.00 
Denver, Colo. 15.80 21.00 8.00 29.00 
Casper, Wyo. 16.70 24.00 8.00 *32.00 
Butte, Mont. 19.20 25.50 8.00 33.50 
Boise, Idaho 18.60 24.50 8.00 32.50 
Salt Lake City, Utah 16.90  i-22.40 7.00 i-29.40 
Reno, Nev. 18.60 24.60 7.50 31.10 
Phoenix, Ariz. 18.80  i-24.10 7.00 i-31.10 
San Francisco, Calif. 16.10 21.80 8.00 29.80 
Portland, Ore. 16.60 22.00 8.00 30.00 
Spokane, Wash. 18.80 24.80 8.50 33.30 


(*) Includes 1¢ city tax. (**) Includes 0.5¢ city tax. 


59 





-ai@iace in effect August 9 at Refineries and Terminals 


Gasoline 


OKLA., Group 3 (Okla. shpt.) 

92 Oct. Prem. (4)12-13 .375 

84 Oct. Reg.. di . (6)11-11.375 

60 Oct. M & below... (4)10.25-10.375(2)x 


Okla., Group 3 (Northern shpt.) 
11.5-13 
. Reg. Siw i 10 .5—11.125(2) 
60 Oct. M & beiow........ 10-10.25 


Midwestern (Group 3 basis) 


92 Oct. oo 11.5-13 
84 Oct 10.5-11(2) 
60 Oct. Me ‘e below 10-10 .25 


N. TEX. (Texas & New Mex. shpt.) 
iL. 3 eer 12.625-14.55 
92 ye Prem... . 12.625-14.2 
84 Oct. Reg. (2)11.5-12.7 

60 Oct, M & below (2)10.75-11.8 
W. TEX. (Texas & New Mex. shpt.) 

95 Oct. Prem... . 18 .25-13.8 
92 Oct. Prem. : : x12.75-13 

84 Oct. Reg. ‘ 11.5-12.25 
60 Oct. M & below . (2)11.25-11.5 
E. TEX. (Truck transport lots) 

95 Oct. Prem... . 13.5-13.75 
OS See oe 

84 Oct. Reg. ee 12.25 
60 Oct. M & below yi i. 125 
CENT. W. TEX. (Truck transport lots) 


95 Oct. 
92 Oct. 
84 Oct. Reg 


ARK. (For Shipment to Ark. & La.).......... 


92 Oct. Prem......... 
84 Oct. Reg. 


KANSAS (For Kansas destination only) 


92 Oct. Prem.. (8)12-12.5(2) 
84 Oct. Reg. pia dee 10.75-11.5 
60 Oct, M & below. (2)10 .25-11.25 


WESTERN PENNA. 
Bradford-Warren: 


92 Oct. Prem..... ewke 13.75-14.25 
86 Oct. Reg....... 12.5-13 
Pittsburgh: 


OB Oak, PPCM... cscs cccece 14.45 
86 Oct. Reg. 


Ohio—Quotations of 8.0. Ohio for delivery to 
Ohio points: 


CENTRAL MICHIGAN 

(FOB Central Michigan refineries) 

92 Oct. Prem.. (4)14.5-14.75(2) 
86 Oct. Reg. x13 .25-13.75 


Prices herewith are reproduced from Pilatt’s 


Price Service, 


to reporting oil industry prices everywhere. 


Prices s own in tables are sales prices or quotations or general offers 

or posted prices by refiners, by pipeline terminal operators, and by 
toniees terminal operators; for current sales and shipments; for the busi- 
Wagon prices, prices are for 
bulk lots such as tank car, truck transport, barge; prices applying to 
barges or cargoes or truck yo lots only, so designated; FOE re 


mess day or period stated; except Tank 


fineries or terminals; in cents per gal., except 


shown; wax and petrolatums in cents per pound, 
for crude oil and its products lawful % produced and transported; re- 

) ational Petroleum News but not 
guaranteed; for subscribers’ private use only and not for resale or 


ported as received by OJLGRAM and 


OILGRAM Daily Qil 
associated with National Petroleum News, whose . and at times 
resentatives in all NPN-OILGRAM offices devote their time cuskaatedly 


CALIFORNIA 
Los Angeles Dist.: 
(2)13.85-18.1 
12.1-15.6(2) 


17 .85-18.6 


80 Oct. Reg........... 15 .85-16.1 


Kerosine, Gas & Fuel Oils 


OKLA., Group 3 (Okla. shpt.) 
9.125-9.75 
9.125-9 .375 

(3)8.875-9 .75 

(2)8 .875-9 .375 

(2)8 .25-9 . 125 

x$1.05-1.60 


58 & above D.I. Diesel... . 


No. 2 fuel...... 
No. 6 fuel 


OKLA., Group 3 (Northern shpt.) 
42-44 w.w...... 

Range oil. ... a 

58 & above D.I. Diesel... . 

No. 1 fuel.. 

No. 2 fuel... 

No. 6 fuel... 


poo pee ag (Group 3 basis) 


42-4 (4)9 . 125-9 .375(2) 
87 1 


58 & ‘oe D.I, Diesel... . ‘ » 
No. 1 fuel 8 .875(6) 
EE sides 606 e 8 .25(6) 

No. 6 fuel x$1.05-1.10(2) 


N. TEX. 2 i & New Mex. ne oe ) 
42-44 w 9.2-10 
58 & above D.I. Diesel.... (2 9-9. 75 
No. 6 fuel $1.25-1.60 


W. TEX. (Texas & New Mex. shpt.) 
Ce ee eee 9.25-10.75 
No. 1 fuel... 9. 25-10 .25 


(2)9 .25-9.5 
No. 6 fuel $1.65-1.90 


E. TEX. cones transport lots) 

yO  Seyerre Pree 2 x 9. 1512) 
58 & hove D.I. Diesel . 8.75-9.75 
No. 6 fuel $1.30-1.60 


CENT. = TEX. (Truck transport lots) 


42-44 ; 9.5 
58 & Poon D.I. Diesel. 9.25 
No. 2 fuel 8. 
No. 6 fuel... . 


KANSAS (For Kansas destinations only) 
42-44 w.w.. (3)9 .3875-10.5 
52 & below D.I. Diesel. 9 .125-9 .875 
58 & above D.I. Diesel. (2)9 . 125-9 .875 
.. (8)9.125-10.25 
2 8.25-9.875 
$1.60-1.85 


No. 6 fuel... . $1.15-1.30 


Service invoice. 


r bbl. where $ sign 4 
ex all fees and taxes; 


~~ oy or rt 
all 


regular customers onl 
Gasoline ratings are 
nag except where letter P is used to indicate that octane rating is 

STM ethod. For further details of price conditions apply 
- La NPN-OILGRAM office or see back 


otor 


ARK. (For shipment to Ark. & La. 


58 & above D.I.1 Diesel . 
. 2 fuel... 


. 5 fuel. 


WESTERN PENNA. 
Bradford-Warren: 
. (2)10.75-11(2 
10.5(2) 
(2)10.25-10 . 5( 
10-10 .25 


Oil City: 
i 11.25(2) 
50 cetane Diesel. : ; 10.15 
+ 1 ‘ , 10.15-10.5(2 
ae 9 .9-10.25 
36-40 pone fuel. ; 9.9 


Pittsburgh: 
Kerosine (2)10.9-12 

10.3-10.4 
. (2)10.9-11.85 
. (2)9.9-11.1 


CENTRAL MICHIGAN 

(FOB Central Michigan refineries) 
Range 

46-49 w.w. kero 


No. 2 fue 
U. 


No. 6 fuel 


OHIO—Quotations of 8.0. Ohio for delivery to 
Ohio points: 
11.9(a) 
11.7(a) 
10.7(a) 
(a) Subject to 0.5¢ “temporary allowance” in 
northern half of Ohio. 


CALIFORNIA 
San Francisco Dist.: 


40-43 w 
Heavy fuel (PS 400).. 


Stove dist. (PS 100 


Los Angeles Dist.: 
40-48 w.w...... 
Heavy fuel (PS 
io fuel 

Diesel fuel (PS 
Stove dist. (PS 100) 


(2)13.8-14.3 
$1.70-2.10 
$2 .00-2 .30(3 

8.25-13.2 
9.25-14.7 


ublication, During periods of short supply, some sellers 
sellers, withhold quotations to 

posting of firm prices but give OJLGRAM the prices they otherwise 

would quote to the trade in general and which they confine to their 

t; and such prices ed in the price tables. 
y ASTM Research 


new customers or the 


ethod and are minimum 


of any OILGRAM Price 


For complete price service delivered daily from nearest OJLGRAM 
publishing office, go 

M Price Service, 330 W. 42nd St., New York 36, N. Y. Annual 

Subscription rate in U. s.: 


York, Chica and Houston, address Piatt’s 
$150 per year, ” payable in advance. 





CARGOES & TANKERS 
at Texas City Refinery 


TRANSPORTS & TANKCARS 
at Terminals in the South 


ATLANTA, GA. 
1401 PEACHTREE STREET 


PITTSBURGH, PA. 
BENEDUM-TREES BUILDING 


TEXAS CITY, TEXAS 
REFINERY 
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Natural Gasoline 


(Group 3 & Breckenridge¥prices are to blenders 
on freight basis shown below. Shipments may 
originate in any Mid-Continent manufacturing 
district.) 

FOB GROUP 3 


Grade 26-70 (Sale) 


4(a) (Quotations) 
rice was shown incor- 
orrect price was 3.5c, 


(a)July 26 FOB BRK. 
rectly in July 28 NPN... 
(Sale). 


Lubricating Oils 


WESTERN PENNA. 

Prices are for sales."made, or offers reliably re- 
ported, to j & 8 only. 

Viscous Neut rals—No. 3 col. Vis. at 70° F. 200 
Vis. (180 at 100°) 420-425 fi. 





Bright Stocks 
ya _— vis. at 210°, No. 8 col. 


16 
(6)14.5-15 


Cylinder Stocks 
a filterable..... 


MID-CONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only. 
Bright Stocks, vis. at 210° Neutrals, vis. at 100°, 


0-10 p. p. 
Neutral Oils—Conventional 
Pale Oils Col. 
60-85 vis.  -- 
86-110 vis. es 
150 vis. 3 
180 vis. 
200 vis. 
250 vis. 

0 vis. 
300 vis. 


Bright Stock—Solvent 
150-160 vis. 0-10 p.p., 


Pe Os 0ccovs vewevinns 20-22 


Neutral Oils—Solvent (95 v.i.) 

170-180 vis..... (3)16-16 .5(3) 
200-210 vis... (3)16 .25-16 .75(3) 
300 vis... (3)16 . 75-17 .25(2) 


Cylinder Stocks 
600 s.r., olive green 


GULF COAST—Solvent Refined Lubes. 


From Mid-Continent grade crude. Prices FOB ship 
at Gulf for export. 


Bright Stock—Vis. at 210° 
150-160 vis.: 0-10 pour test, 
95 v.i 18-19(4) 


Neutral Oile—Vis. at 100°; 95 v.i.; 0-10 p.t. 
14-15(3) 
14.5-15 .75(8) 
15- eo -25(8) 


SOUTH TEXAS LUBES 


(Vis. at 100° F. FOB S. Tex. refineries for do- 
mestic and/or export shipment.) 


12.25(6) 


Petrolatums 


WESTERN PENNA. 


(Bbis., carloads; tank car, 1 to 1.5c leas) 


Snow white .125-7 .75 
ten baat Sonne 


6 .125-6 .75(2) 
(2)5 .25-5 .75 
(2)5 .25-5 .75 
- (2)5-5.5 
4.75-5 .375 


Crea 
Soft yeliow : 
ae Seamer, 


Napthas & Solvents 


(FOB Group 8) 
Stoddard solvent. . 
Cleaners naphtha. . 
V.M.&P. naphtha .875(4) 
Mineral spirits .875(4) 
Rubber solvent. . 2.875(3) 
Lacquer diluent .125-13 .375 
Benzo! diluent . 125-14 .625 


.375(3) 
-875(2) 


WESTERN PENNA. 
Oil City: 
Stoddard solvent.......... 


Pittsburgh: 
Stoddard solvent. 





SCULLY SIGNAL COMPANY 


174 Green Street 
Melrose 76, Mass. 


Canadian Licensee: EMPIRE BRASS MFG. CO, LTD, Toronto, Ontario 





OHIO—Quotations of 8.0. Ohio for delivery Ohio 
points: 

V.M.&P. naphtha......... 

Min = spirits & stoddard 

Rubber 1 solvent 


E. TEXAS (Truck trnspt. lots) 
Stoddard solvent 


CENT. W. TEX. (Truck Trnept. lots) 
Stoddard solvent.......... 11.5 


KANSAS (For Kans. Dest'n. only) 
Stoddard solvent.......... 12.5 


ATLANTIC onaee 
V.M.&P. 

Naphtha 
18(4) 
17.6(4) 


18.5(4) 


Mineral 

Spirits 
17(5) 
16 .5(5) 
16 .5(4) 
17.5(5) 


New York Harbor. 
Philadelphia.... . 
Baltimore 


Providence....... 19.5 17.5(5) 








New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Boston 
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BEAT PAR on 





Beat par on every oil sales hole this 
lying your customers 
% Pure Pennsylvania 


Our neutrals, bright stocks, cylinder 
oils and finished motor oils, meet all 
new API service classifications, are 

most competitively. We protect 

we we against sudden market fluctuations. 

you keep inventory costs low 

by shiping E qualy in bulk, in drums, 

in cans or in your own containers. We 

save you time, freight, labor and dow- 

ble-handling costs by shipping from 

several convenient points in the coun- 
try. 


Start improving your oil sales score 
immediately by writing, wir or phon- 
ing us your uirements, NOW. We'll 
send you samples, low prices and de- 
tails of how to round the oil sales 
course consistently with fewer strokes 
and higher profits. 


@ MOTOR OILS 
e NEUTRALS 


@ BRIGHT STOCKS 
e CYLINDER OILS 
©@ WAXES 


ELK 


REFINING COMPARY 


Charleston 24, W. Va. 
Refiners of Highest Quality Pennsylvania Grade 
Petroleum P.G.C.0.A. Permit No. 25 
FOUNDED 1913 





PRICES in effect August 9 at Refineries and Terminals—Cont. 


LPG Prices 


(Of refiners, FOB refiners, in cents per gal. 
tank cars or transport trucks) 
Commercial 
pane 
7.5 
7.25(8) 


Industrial 
Propane 
7.5 
7.25(3) 
2.5-3.5 
7 


WESTERN PENNA. 


White Crude Scale: 
124-126 A.m.p........+.+. (2)5 . 25-5 .65 


(T.C. in Bulk) 


SEABOARD 


Melting points are AMP, 3° higher than 
EMP. Prices are for carload lots. Domestic 
prices are FOB refinery; scale in aa or bbls: 
fully refined slabs loose. Export prices are 

bags or bbis., fully etned in 
bags or cartons. 


Crude Seale: 
124-126 white. .. 


N. Y. Domestic N.Y. Export 
7.10(2) (4)6 .6-6 .75 


Fully Refined: 
128-5.... 7.95-8 .45 
125-7.... 8 .45(3) 
128-80... 8.45(3) 
180-82... 
188-5.... 
185-7... 
188-40... 
148-5.... 
149-51... 


8-8 .25 
(2)8-8 . 45 
(2)8-8 .45 
(2)8-8 .45 
(2)8-8 55 

8 25-8 .55(2) 

8. 25-8 .55(2) 

8.25-8 .55(2) 


8 .55(3) 

8.05-8 .55(2) 

8.55(3) 
(2)8.55 

10,55 


Chicago District Prices 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barce 
terminals. 

Motor Gasoline 
12.5-14.5 
84 Oct. Reg...... 11.5-13 
Light Fuel Oils 
10,5-11 .35 
9.5-10 35 


Heavy Fuel Oils 
Ne. 5, low sulfur 
No. 5, high sulfur......... 
No. 6, low sulfur 

No. 6, high sulfur. . 


6.7-7 05 
(8)6.7-€ 95(2) 
(2)5 .9-6 .05 
. (4)6.7-6.95(2) 


Mexican Bunker Prices 


U. S. DOLLARS PER BBL. OF 159 LITERS 


Bunker C Diesel 
(Ships Bunkers) 
Mexican Gulf 


$1.95 $3.75 
1.95 ecee 
1.95 3.75 
Pacific Coast 
$5.65 
4.75 
4.75 


Tampico.... 
Veracruz.... 
Minatitlan. . 


$2. 
2. 
2. 


60 
60 
60 


Pacific Coast 
(in Ships’ 
Bunkers, or 
Deep Tank Lots) 
San Pedro, Calif... 

San Francisco. . 


Portland, Ore..... 
Seattle, Wash... .. 


Bunker C 
Fuel 
(P.S. 400) 
$1.80(6) 
1.85(4) 
2.10(4) 
2.10(4) 


62 


Atlantic & Gulf Coasts 


Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators 
FOB their terminals. Ships’ bunkers prices are exclusive of lighterage. 


District 


N. Y. Harbor... 
do Race 


92 Oct. 
Prem. 
Gasoline 
13.95-15.8 

13.85 
16.5(5) 
15.4-15.6 


45a. 
Gaseline 


=. 45-13. 8 


(3)9 .95-10.2+(18) 
OP .7 eo 


a5cioy 
+(2)10. ; eh 1(4)TtT 


Keros: 


ine Gas House 
No. 1 Fuel 


Gas Oils 
9.3 
‘9.8 
9.45 


No, 2 Fuel 


x9 .2+(18 
ee yt 4 8. bs 


Hy 35t(16) 
* Tait tt 


+10. 





15.7-16.2 
13 4-15 .25 
13 .5(2) 


(6)18 .6-13.7 
11.9-13.25 
11.5-12.5 


9.1 
10-10:25+(15) x9 .257(16) 
10.4(5) 9.5(5) 





13 .25-14.25 
re 1-14,4(5) 
14 is) 


12.25(3) 


12.6(3) 


12. ¥ 12.9(7) 
12.9 


9.125-9.25 


10.125-10.25 
9 x(2)8 .25-8 .5x 
10(8) 


11.8(11) 
11.8 
11.1(4) 





«++ (2)16.8 
° 13.9 


9 .95-10.27(8) 
10.1(4) 
9.125 
10.3(7) 
11.1(2) 





a. a 
o barges. ... 
Pt. Everglades. . 


Portland 


@)i4. 4-14.5 
6.2(4 
16. 1(4) 


(9)10.1-10.35t 
(6)9 .85-10.1f 
11.8(5) 
10.1-10.35t(8) 
10-10 .251(8) 


(9)9.1-9.35T 
(4)8 .85-9.14(2) 
10(3 
x9 .35+(9) 
x9. 25T(9) 





N. Y. Harbor... 
b: --» (10)tt8.138-3.62TT 
8 78 


(2)14.1-14.4(3) 
18 .8-14.3(4) 


13 .2-14.65(2) 11,7-12.55 


No. 5 
Fuel 


t1$2.73 
tt 2.70 
2.76 
2.70 


No. 4 Fuel 
(10)tt$3 . 16-3 .72¢ 


(2)12 .6-12 .9(5) 
12 8-12.8(5) 


Diesel Oil 
Shore Plants 
(50 et., 55 di.) 


x9 .6 


9.7 


11.8(7) 
11.7(8) 


10.4(7) 


10/6) 
10(4) 


9.5(6) 


alta Diesel 
ps’ Bunkers 
wadee. 45 d.i.) 


$3 .89(4) 


eavy Diesel 
Ships’ Bunkers 


(8) $3 .64(4) 


>) 





2.42 
tt3.09(5) 


94 
9.6 
9.6 


(6) 
(2) 





9(2) 
10(6) 
10 .2(2) 





2.42 
2.75 


3 .49(2) 
3.68(3) 








2.94(6) 


+43 .09(3) 


8 5-9. 75T 
10(3) 


9.7 
9.6 


5(4) 
5 (4) 





 escrare 


2.80 


Ne. 6 Fuel 
No Sulfur 
Guarantee 


No. 6 Fuel 
No Sulfur 
Guarantee 


OMe. ” epee (2)$2.15-2.25¢4(18) (2)$2.85-2.43 (2)$2.85-2.40 


10(5) 
10(6) 


9.6(2) 


No. 6 Fuel 
Max. 1,% 


Sulfur 
Barges 


Bunker C 
uel 
Shi 
Bunkers 


(2)$2.15-2.25t1(9) 


No. 6 Fuel 
Max. 1, % 
Sulfur 





(4)1.95- rs 10 





x1 .95(6) 

2.18(6) 

2.15(8) 
.00 


x1. 95(12) 

2.18(6) 

2.16(3) 
.00 





+42 3078) 
1.982) 
2.26(3) 


tt2.27 
1.95(2) 
2.23(4) 
2.38-2.41 


+#2.27 
1.95(4) 
2.23(5) 
2.30-2.35 








Philadelphia 
Pt. Everglades 
Portland... 
Providence 





(72 16-2. 25tt 
2,.18(2) 

+42 32(2) 

142. 29/5) 


‘7)2 12-2. 22tt 
2.15(2) 
+42. 29 
+t2 26(4) 


(b)2.12 2.22t7 
2.15(3) 
+42 29 
tt2.26(3) 


2.2014) 2178) 


2.44-2.54 2.41 





2 .23(4) 
2.15(4) 


2.20(4) 
2.138(4) 


Note—At Atlantic Coast points from Baltimore south and at Tampa, pee of of some sellers for 


my” fuels to bulk commercial consumers at 0.15¢ higher than prices 
25¢ gal. “voluntary allowance.” ttPrice subject to 10¢ bbl. “voluntary allowance.” 


be +41Brice subject to 0.1¢ gal. “voluntary allowance.” 
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Gulf Coast—Cargoes, Domestic & Export, All Ports 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbls., and are by refiners only to 
other refiners, expert agents, or tanker terminal operators. The figure in parentheses after each 
price indicates the of jes quoting that price. 





Aviation Gasoline (MIL-F-5572) Kerosine & Light Fuels 
Grade 115/145... 19.7503) 41-43 w.w. Kero 8.75(2)-9.25(2)-9.75(2) 


17 2502) No. 2 Fuel.............x8.25(4)-8.5(8)-8.75(2) 


9.25-9 75 Diesel & Gas Oils 

43-47 Diesel Index. . 5 x8 .25(4) 
48-52 Diesel Index.......... x8 375(4)-8 .625x 
apraiating | wr 12.5-13-13 25-18.75 53-57 Diesel Index x8 .5(4)-8 .625 

.5(2)-11.75- a 12.5-13 

‘ 1(2)-11.25 

‘x10. 5(4)- 10 1. 11.75-12 

x10(2)-10.25 Heavy Fuel—Cargoes 
x9 .875- 3 10 . 125-10 .25 
Oct ant 5-9.75(2)-10 No. 5 Fuel, 0-10 p.t. 

70-72 Oct. M Leaded....... 9 378 9625-9 .75 Bunker “C” Fuel 


Aviation Otis Prices 


(Prices are for tank cars, barges or truck transport lots; aviation gasolines meet specification 
MIL-F-5572, unless otherwise noted 


District 


Grade 100/130 Grade 91/96 Grade 80 
New York, N. Y 17.6(2) 
17.7 
Baltimore, Md..... ' 17.6 
Norfolk, Va ; 17.6 
Charleston, S. C cieee r 17.5 
New Orleans, La. (Baton Rouge). i vevee 4 16.5 
Houston, Texas wh ; 1 16.5 
Toledo, Ohio sts : p 17.65 


Lake Port Terminals 


Buffalo 
92 Oct. Premium 17.2 seus coos 
86 Oct. Regular 14.7/2) sees onee 
K ; 11.4(5) snes 11.85 
10.8(3) eéae 11.75-12.05 
ne cose (2)11.75-11 .9(2) 
10.4(6) » ia =n. a) —10.9(2) 


No. "8.85 (2) 7. & 85(8) 
(a) Delivered Cleveland. 


Venezuelan Crude Prices 


Prices are of Creole Petroleum Corp. for sale and/or purchase of cargo-lot quantities FOB deep- 
water terminals at ports named, and are subject to crude availability and company’s requirements ; 
2e per bbl. differential per degree of gravity applies for gravities below and above those shown, 
except for Lagunillas Heavy for which price shown applies regardless of gravity. Price applicable 
for each cargo is that in effect at time vessel tenders for loading. For purchases made in fields. 
prices shown are basis for such purchases with deductions being made for terminaling and pipe 
line services in accordance with published tariffs. Purchases by Creole not subject to contracts with 
Venezuelan government are made at prices established by schedule shown below less lc per bbl. 
Crade Gravity API Priee (Bbl.) FOR Effective Date 


Bachaquero . $1. Las Piedras or Amuay 6-28-58 
Tie Juana Heavy eiaeee 9. Amuay 6-23-53 


nillas Heavy... Las Piedras or Amuay 1- 1-54 
Tia Juana Medium. . Amuay 
Tia Juana 102 L.P... Amuay 
Tia Juana Light Amuay 


Las Piedras or Amuay 
Tucupido 

Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz. 


wooo oovooovos 
nt DO DO NO HD ND co ONIN ON Po 


Capure (Pedernales) 


Middle East Crude Prices 


nag are per bbl. of 42 U. S. gals., exlusive of local port or other governmental charges, sales 
taxes, if any: FOB loading port indicated. for gravities shown; 2c per bbl. differential per 
degree 3 gravity applies for gravities below and above those shown.) 
Persian Gulf 
Crude Company Gravity Price Loading Port Effective Date 
Arabian Esso Expert 36-86.9 $1.97 Ras Tanura, Saudi Arabia 7-27-K2 
Arabian M. E. Crude Sales 34-34 9 .93 Ras Tanura, Saudi Arabia 7-21-53 
Arabian Soc.-Vac. Overseas Supply 97 Ras Tanura, Saudi Arabia 7-24-F3 
Basrah Esso Export Fao, Iraq 1-27-53 
Anglo-Iranian Fao, Iraq 7-16-53 

Shell Petroleum Fao, Iraq 7-20-53 
— -Vac. Overseas Supply Fao, Iraq 

Augie sconce Mina-al- sAbmadi, Kuwait 

f Exploration Mina-al-Ahmadi, Kuwait 
faa Umm Said, Qatar 
Easo Export Umm Said, Oatar 
Shel] Petroleum 9.9 Umm Said, Qatar 
Soc.-Vac. Overseas Supply 39-39. 9 Umm Said, Qatar 


Eastern Mediterra 
36-36 .9 


BOND ROO tot pt tt te 
RSSSNVSSSE 


Esso Export Sidon, Lebanon 
M. E. Crude Sales 


Soc.-Vac. Overseas Supr'y 
Anglo-Iranian 

Esso Export 2 ‘9 
Shell Petroleum 36-36 .9 
Soc.-Vac. Overseas Supply 36-36.9 


Far East Crude Prices 


Prices are in U. S. dollars per bbl. of 42 U. S. gals., local port or other government charges, 
for crude within = range stated, loaded in full ieee lots, FGB port indicated. 
Crude Compan Gravity API Price FOB Effective Date 
Seria Light Sarawak Ollfields Ltd. 37-38 $2.60 Lutong, Sarawak 4- 1-54 


goenenensorece 
SSSSSRS 


Tripoli, Lebanon /Banias, Syria 
Tripoli, Lebanon /Banias, Syria 
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Paragon 


30 £. 40 St., N.Y¥.C. EV 8-4100 








) UNIFORM HIGH QUALITY 
) DEPENDABLE SUPPLY 
DEEP ROCK OIL CORPORATION 


PHONE 2-435 





COLORS 


PATENT CHEMICALS 
rf Sart 


Paterson 4, New Jer 





HARTOL 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Maine to South Carolina 
610 FIFTH AVENUE MEW YORR 20. NY 








Want to 
SAVE TIME?— 


of course you do .. . for time is 
money. So whenever you want to 
make quick, effective contact with 
men in active management in the Pe- 
troleum Industry use the “CLASSI- 
FIED” section in NATIONAL PETRO. 
LEUM NEWS. 


“CLASSIFIED” can help you with 
your wants and needs; personnel or 
a position; a business service or a 
business for sale. 


For further informaton write “CLASSI- 
FIED,” c/o NATIONAL PETROLEUM 
NEWS, 330 W. 42nd St., New York 
36, N.Y. 














PRICES in effect August 9—Tank Wagon 


Prices for gasoline do not include taxes; they do, however, include 
inspection fees as shown in next column. Gasoline taxes, shown in separate 
column, include 2¢ federal and state taxes; also city and county taxes 
as indicated in footnotes. Kerosine tank tank wagon price, also do not include 
taxes; herosine taxes where f Discounts, 
if any, are shown in footnotes. These prices in ofe ct August 9, 1954, 


Inspection fees per gal., included in both gasoline and kerosine prices 
unless otherwise specified, f-I as follows: 

Ala. 1/40c om, oor AG Fla. Fhe Ill. 3/100c; jos 2/25¢; 
Kans. 1/10Rs; ia} : Afice 5/200; Mo. 1/25¢; Neb. 2/100c; Nev. 
Late; 3 .Gi + 1/200; Okla. 2/25¢; S. ol 1/8c; S. D. 1/40e; 





Tenn. 2/5c; uhats S 


as posted 
but subject to later correction. 


Atlantic idfansto 
ae Grade) 
Dir. 
T.W. Taxes 


RAAMRTCRIANSeaR BHO © COvATSARRO 
ATANINORINoae BE © COvmUSADAD 


Pal al al al ol ol al + 
Om ee Om OOK. UC 
WOAH mead « - 


se 
-_ 
— 
09 69 
AH © OC HRPROHHAAAORNS AK A Pe ROHR Ee 
a 


coo © DB DB AAVAAASAAAAA AA A 243344944944 
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Mineral Spicite | V.M.&P. 
T.W. T.W. 


Heavy Fuel Oile—T.W. 


No. 5 
Philadelphia, Pa....... 8.10 
Notes: 


PR gasoline t.w. 
@eorgia 


100 gals. 
irits prices also apply to Stoddard 


‘ “Effective dates: *July 29, SJuly 30, “Jyly 31, 


Cont’! 
Oil 
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Gasoline tax column includes th ci - 
es: Albuquerque & Roswell, 0 0.6¢; Santa Fe, 
lc; Cheyenne, lc; Casper, lc. 

iscounts : 


Salt Lake City and Twin Falls gasoli 
pseutne on prices ep Bing for Se of lene _ 
and over, deton lc. eae 
iyi 

ices are to consumers and deal: 

Premium-grade gasoline t.w. — A 2.30 

above regular. 


64 


companies at their 


quarters’ offices, 


"CHEVRON 
Standard of ) Ay, 80/81 aiden 


ole line 

& over Taxes 
19. 
19. 
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14.2 
13.7 
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le territorial liquid fuels tax. J 
ose an Mmmiies aut taseme Gn of 1% to 
resellers, 2.6% to consumers. 


Notes: 
pes other deliveries 
<o Ch 


Kerosine inspection Xs ~~ 3 


Ala. 1/2c. Iowa 1/50c; Mich. 1/Sc. 


Atlantic City, N. J.. 
Newark 
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Naphthas T.W. & Steel Bbls. 

Min. Spirits V.M.&P. 
19.5 
25.5 


Newark, N. J. 
3660 . & over 


FUEL OILS—T.W. 
No.l No.2 No.4 No.6 
Atlantic City, N. J. x13.7 x12. be 
Newark 13.7 12.7 $3.684 $2836 
8.73 2.85 
4.06 *$2.75 





of 400 gals 
than 


or 
8c; ee Si add le; 40-499 
tank Ld br iy wll 


40 ,- A. 
Standard Diesel/Furnace Oil 
Stove Oil—T.T. prices are for deliveries of 400 
For other deliveries: 40-199 
; yy gals., add 0.5c; less 


Humble 

Gasoline Gaso- Kerosine 
Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 
17.5 
17.5 
17.5 


14. 
». 15.0 17.5 


T.W. prices are to all classes of dealers and 
consumers. 

Premium-grade gasoline t.w. prices 2c above 
regular. 


” - 
a. 8 6 2 2. oe 2 re 
2 ~2 01 + 00 or 00 WON Go COW 3-2 


Taxes: Louisiana nesesine prices do _s > 
clude lc state tax. 
Notes: Kerosine ~_ * 1—Atlantic City — 
are for deliveries of 300 gals. 
for 100-299 gals. 

én 6—Washington price is 

1,050 gals.; for min. delivery of 2,500 on 

A. is $2. 83 | bbl. 

Premium-gra gasoline t.w. prices 2.5¢ 
above regular. 

Effective aten: *April 4; "April 30; “May 28; 
xJune 2; *June 20. 


Pri imperial gal.; to 
Imperial ( arrive at price per U. & gal., 
Oil subtract 1/6th.) 
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Taxes: Gasoline taxes are vincial taxes. 
ems Premium-grade gasoline t.w. prices 2.50 
above 

* Price is for Premium-grade. 
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WHAT IS 


Oil Marketing? 








Moving oil to market, from the refinery product 
terminal to the customer, takes a lot of men, 
money and imagination. Today’s oil marketing 
machine is comprised of 1,200 terminals with 
529,200,000 barrels of storage capacity, 30,000 
bulk plants with 90,000,000 barrels of storage, 
27,155 miles of product pipe lines, 152,000 tank 
cars, 162,000 trucks, 188,000 primary service sta- 
tions and over 200,000 secondary gasoline outlets. 

Present ample availability of crude, refining 
capacity and transportation facilities add up to a 
supply situation that puts a tremendous respon- 
sibility on the marketing division of the industry. 
The oil industry will spend well over $500,000,000 
on capital expenditures for marketing facilities 
this year. It is predicted that 1954 will be the 
biggest year in the history of the industry in new 


service station building. Competition at the 
marketing level is keener than ever before. 

Of the 1,830,000 people employed in the oil 
industry, 1,100,000 of them are in marketing. 
Their activities are coordinated by the marketing 
management group in the major oil companies 
and by 15,000 wholesalers and independent 
jobbers. These men buy most of the equipment, 
direct the building, maintenance and operation 
of all facilities, and select the brands of non- 
petroleum products sold in service stations. 

Only National Petroleum News covers all the 
important buying phases of oil marketing edi- 
torially. Let us help you in planning your sales 
strategy to oil marketing and let National Petro- 
leum News carry your advertising message to 
support and increase those sales. 
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PRICES in effect August 9—Tank Wagon—Cont. 


Socony Vacuum 


Mobilgas Aircraft 
Grade Grade Grade Mobilgas (Regular Grade) Mobilfuel Mobilheat 
Gasoline 80 91 100 Cons. Dir. Cons. Dir. Mobil Kerosine Diesel (No, 2 Fuel) 
Taxes T.W. T.W. T.W. T.C. T.C. T T.C. Yard =. F T.W. T.C. Yard 


New LS aa City: 
Man 


> 
. 


st aia ee 
i0.3* 10. 
10.2* 10.5 


+ aa Ge im: mtotomt 
* 


10.2* 10. 


10.55* 10.5 
10. 


en 


New Haven.... 
Bangor, Me. 


6 
6 
6 
6 
6 
6 
6 
6 
6 
6. 
6 
6 
6 
6 
6 
6 
6 
8 


COO: OOSS: HOwww: ow: : 
wwion: tetom: He wAD: w: - 


7 
v. 
7 
Manchester........ 7 
Portsmouth........ 7. 
Providence, R. I... . 
Burlington, Vt. 
Rutland 


Re. i, 
22.8 24.8 


CooooooooooCSoSoOSSOoSCOSCOSSSCO 
Wr OwWAIDS DSH Ohm BDNIDHONUNSSOOOS 
We Oto wW ODOM Ohm DUNIMHONUMSOOOOCS 
PORDNOHNHOOMAR: AMBOAARAMOTS RE 


SCHACWAABDOAMIS: AWHAHOHHRHOOHO 


: 0.7 
12.1 1 
N. Y. City hest Sy Hartford Providence 
18.0 20.5 22.0 20.0 19.5 
19.5 22.5 23.5 20.5 21.5 21.5 
I N.Y.C. prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax) 
: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5c ws deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gal. or more. 


Notes: Jamestown T. C. prices are delivered prices, | all other T.C. prices are FOB bulk terminals. 
Subject to 0.25¢ temporary discount. Effective dates: "Aug. 3; xAug.- 4 


Ohio Standard 





Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) Naphtha & ee. ® WwW 
Sohio Sohio So Con- Re- S.R. D.C. V.M.&P. Sohio 
Gasoline Avia. i i Sol- Naph- Naph- Varno- Sol- Kerosine No.1 
7 80 1 T.W. A tha tha lene vent W. Sehio- 


= 
, 
° 


aAxron..... 
Canton... 
Cincinnati... . 
Cleveland 
Columbus 
Dayton. 

Lima. . 
Mansfield. 
Marion some 
Portsmou th. . 
Toledo. us 
Youngstown . 
Zanesville 


bey & -ftanane operators can purchase aviation gasoline less 4c per gal. State Road Tax by supporting purchase with State Tax Exemption Form 

; -10 to supplier 

Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 

Notes: Kerosine, Nos. 1 and 2 Fuels—Prices are for 100 gals. or more, 50 to 99 gals. add lc per gal., 1-49 gals. add 2c per gal. 
aaehtne & Solvents—T.W. and drum prices are for Gaiveries of 500 gals. or more. For other deliveries: 150-499 gals. add 2c; less than 150 
gals., a c. 

Premium-grade gasoline t.w. prices 2c above regular; third-grade prices same as regular unless otherwise noted; s.s. prices are at company operated 
stations. 

*Subject to 0.5¢ “temporary Allowance.” 


Indiana Standard 


Tank wagon goiees listed below were obtained by NPN correspondents who visited Standard 
of Indiana bulk plants where the company’s prices are publicly posted. 
Red Crown St lex Furnace Oil——\——_——_ 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 Kentucky 
Dir. lime sine 1-99 gals. 175 349 849~—s gals. gals. S d d 
T.W. gals. &over gals. gals. gals. S& over S over tandar 
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Chicago, Ill. 

South Bend, Ind.. 
Detroit, Mich... . 
Mpls.-St. 
Des Moines, Ia... . 
St. Louis, Mo....... 
Wichita, Kans........ 
Omaha, Nebr......... 
Fargo, N. D...... 
Buren, &. D.......05 
Milwaukee, Wisc... . . 


Covington, Ky.. 


< 5 (ane Vicksburg 
G8 id's Birmingham, ‘ia. 
. obile . ° 
Montgomery. 
Fuel Oils—T.W.—Chicago, Il. T Fire-Chief Gasoline Atlanta, Ga 
exas (Regular Grade) Kerosi 
Standard Stanolex egular Grade) we acon 
Heater Oil Furnace Oil Co. Dealer Gasoline Dealer 
1-99 gals. 15.3 Canes 
100-149 gals. ii ay Dallas, Tex. 
100-149 gals.......... eae Ft. Worth. .... 
150 gals. & over : CHEN Wichita Falls. 
100-399 gals.. cone oer 14.3 
400 gals. & over. bee 13.8 
Stanolex Stanolex 
Fuel A Fuel C 
1-749 gals. 9.15 8.0 
750 gals. & over 8.4 7.25 
Taxes: St. Louis, Mo., gasoline tax includes 1c 
city tax. Des Moines, ia., kerosine and furnace 
oil prices do not include 6c state tax. State Notes: Dealer t.w. prices apply also to all Notes: 
sales, occupation, consumer & use taxes to be classes of consumers with minimum delivery Premium-grade gasoline t.w. prices 2c above 
added, where applicable. of 50 gals. regular. . 
*“Temporary”’ price. Premium-grade gasoline t.w. prices 2c above Cons. t.w. prices same as net dealer prices. 
xEffective June 7. regular. xEffective July 20, 
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Gasoline tax column includes these city & 
county taxes: Mobile, 3c city; Birmingham, Ic 
county; Montgomery, Ic city & 1c county; 
Pensacola, le city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, 
kerosine, lc.; Mississippi, kerosine 0.5c. 
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ADVERTISERS INDEX CLASSIFIED 


This index is ublished as a conv 

readers. Ev are is tahoe fo pro omy pred And __ UNDISPLAYED RATE DISPLAYED RATE 

but NATIONAL PETROLEUM NEWS s- $1.50 o line. Minimum 3 lines. Box numbers The advertising rate is $14.50 per inch for all 

sumes no responsibility for errors or omissions. count one additional line. advertising appearing on other than a con- 
POSITION WANTED. Undisplayed rate is one tract basis. Contract rates quoted on request. 

: half of above rate, payable in advance. 

Avondale Marine Ways, Inc. 2 DISCOUNT OF 10% if full payment is made AN ADVERTISING INCH is measured % inch 


in advance for four consecutive insertions of vertically on one column, 3 columns—30 inches 
Bean Div., Food Machinery hrs mt undisplayed ads. “to @ poge. 
John 24 


Send NEW ADVERTISEMENTS to Classified Advertising pieslon, 
NATIONAL PETROLEUM NEWS, 330 W. 42nd St., N. Y. 36 Y. 


Brodie Co., Ralph N. 2nd Cover SECTION CLOSES each Wednesday, one week preceding date of issue. 
Butler Mfg. Co. 23 











‘an i , REPLIES (Box No.): Address to office nearest yo you ee Oe fe 
a field Oil Co. 11 NEW. YORK: "330 W. 42nd St. (36) —a 
i CHICAGO ON. ichigan Ave. (11 ‘ 
Champlin Refining Co. 18 SAN FRANCISCO: 68 Post St. (4, Late ‘45 model EH Mack 1200 gation tank, four 


i eth ae + compartments 900x20 tires, 125 ft. 1% inch fuel 
Chrysler Corp., Dodge Division 32 — oil hose. Smith meter with automatic stop. Han- 


cok terme S| I Be ees 


Deep Rock Oil Corp. . 63 ee ete 


Dupont de Nemours & Co., Inc., Positions Vacant 
E. I. : 25 oe eter general a 9g for integrated ' 
independent Must 


rehnery. have satistactory ex 

perience and general knowledge of markets. Reply — — 
Eaton Mfg. Co. 3rd Cover Should include full particulars in first letter, in Bulk Oil Plants—Propane Gas plants selected 
. cluding resume of experience, education, refer properties throughout the midwest. We specialize 

Elk Refining Co. 61 ences and salary expected. P-3521, National Pe in petroleum : thy Petroleum Marketers, 60 


Enj troleum News. Produce Bank Bldg., Minneapolis 3, Minnesota. 
njay Co., Inc 29 
7 Assistant to Advertising Manager A Major oil oil co com- 
Ever-tite Coupling Co 9 pany. Southwest. Young man 25 to 35 with Wanted to purchase jobber business . . . either 
. agency or oil company advertising department Major Franchise or Private Brand with some 
experience. Must have general knowledge of all —_ red ay ~ Gulf Coast or gy 
‘ 4 diz ~ , y - Atlantic States where there is opportunity or 
Fruehauf Tr: $ types of media, copywriting, layout, production, : : Seve 
railer Co publicity and administration. Excellent opportun expansion ; have had many years’ experience 
ity for advancement. State education, past experi- in every phase of ——— as a Ot eee 
. 7 ence and salary requirements in detail. All re- in transportation and supply with understanding 
Geuder, Paeschke & Frey Co. plies confidential P 3628, Nati mal Petroleum and some working knowledge of producing and 
. ; News. refining therefore would consider partnership ar- 
Globe Hoist Co. wel as ts ie rangement where there exist opportunities and 
Goodrich Co., B. F Wanted Ambitious General Manager for ex- ¢xp#nsion possibilities . . . Reply BO-3512, Na 
’ . ° panding independent gasoline and fuel oil com tional Petroleum News 
Granberg Corp. pany. Must be experienced in all phases of a —_—_—_—_ 
gasoline operation; also should have knowledge For Sale or Lease. Jobbership with major oil 
fuel oil business. Excellent opportunity for ad company, consisting of modern two-bay station 
Hartol Petroleum Corp. vancement. P-3645, National Petroleum cnn four years old, good bulk plant in Des Moines, 


. Iowa. Present volume 350,000 gallons. Financing 
Heil Co. ———— = Position Wanted - > a eta oe available. BO-3576, National Petroleum News 

Hood Rubber Co. Salesman with ‘major oil and tire “experience de- ~— a 
sires connection with progressive concern. College For Sale: C bination g hi Jobber, Farm 
grad, age 30. PW-3583, N National _Petrok um News. Equipment, a Trucks, TV & Elec. ap 
Jones & Laughlin Steel Co. —— ——— pliances, all popular lines w/good public accept- 


ance, in @ ai pote Southern Town of 3000, very 

. progressive section on US 301 and US-25: car 
National Cash Register Co. ‘ be made to do a million a year: Will sell real 
. property mostly new and modern, Equipment & 


National Petroleum News inventory at actual values: Ideal for two or three 

N - Se fer Sale = — competent & acceptable young men: This business 
i Jeon Prod 8, s ———<————— will stand the 4-way test: $200,000.00 cash sub- 

X ucts, Inc 1951 F7 Ford or 1953 F6 and 3800 otal 4 = ject to inventory adjustment date of sale. For 
Neptune Mete ‘oO. Trailer—-New Meter excellent tires—Air Lewis full particulars write BO-3617, National Petr« 
P r¢C © Dist. Co. Batavia, Ohio. Ph. 23511. leum News: No brokers 

New England Petroleum Corp. . << 










































































Oronite Chemical Corp. W hat LS 1952 Dodge re tank truck, 
odge jon Ll 


truck 
i 1951 International 1070 gallon tank truck, all in 
Paragon Oil Co. excellent condition and fully equipped. 


, ? One Walker electric Lift 7500 pound capacity nearly 
Patent Chemicals, Inc. ou r ee ’ Gan nk Gene Gr ener & BD. ore. 
Pennsylvania Grade Crude Oil Babcock Oil Co., Fulton, N.Y. 
Association Do you need competent men for 
ail . your staff? Men experienced in the 
> ' _ ; 
Phillips Co., Oscar 50 Petroleum industry. Men to fill ex- 2—5000 gal, | compt. Fuel off tandems, 


cutive. sales reali Lael Freuhau vases. $2750.00 
ecutive, sales or technical positions? Guteee ual, S comet, Premkaubs, Abs, hess 900048 


Republic Oil Refining Co. 60 Or are you looking for—or offering 2380 sal. : a. “Meters, side’ boxes. Tr 

Richfield Oil Corp. 55 —a business opportunity of special slick .. *. 1950.00 
. interest to men in the industry Buy from BRUCE E. HACKETT CO. 

Rockwell Mfg. Co. 30-31 served by this publication? 621 West 56 St, Kansas City, Mo. 

< , i C : e 

Rotary Lift Corp. 43 Or are you seeking buyers for sur- 


Scovill Mfg. Co 44 »lus used equipment, or want to i nn 


pug. <e. guy such equipment? | i (MANAGEMENT SERVICES 
Scully Signal Co. 61 The solution of any of these needs ANI uh im 


Standards Steel Works 4th Cover can logically be found first among JOSEPH H. SALMON 
other readers of National Petroleum PERSONALIZED MANAGEMENT COUNSEL nee 
Tokheim Corp. News. You can get their attention, Petroleum Refining — Marketing — P 
at small cost, through an advertise- portation — Economies Oreanisation 
U.S. Rubber Co. ment in this “CLASSIFIED” Sec- EVALUATION of NEW PROJECTS — SURVEYS 


: TAT oh “TT LONG RANGE PLANNING 
+]. « . tion of NATIONAL PETROLEUM 
US. Steel Corp NEWS agra Songun 


Viking Pump Co. | Telephone — Plaza 9-1450 
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ABOUT OIL PEOPLE 


Briggs Macauley Pearl 


Shiner Roth 
NEW OFFICERS of the Connecticut Petroleum Assn. are 


a 


Caplan Goldfarb ' Keller 


Kundahl 


Peterson Rubin 
Higgins 


Edwardson 


shown at their convention in Hartford. They are Franklin L. 
Kundahl of Crown Petroleum, Corp., Hartford, president; 
W. D. Roth, of Dahl Oil Co., Norwich, vice president; William 
V. Higgins, Lehigh, Inc., Norwich, secretary; and Irvin A. 
Shiner, Connecticut Refining Co., West Haven, treasurer. Direc- 
tors are William F. Briggs, Valley Oil Co., Portland; Walter 


P. Macauley, Wyatt, Inc.. New Haven; Samuel Pearl, Pearl 
Oil Co., Rockville; Albert Caplan, Elm City Filling Stations, 
New Haven; Harry Goldfarb, Mercury Oil Co., Hartford; Ed- 
ward J. Keller, E. J. Keller Oil Co., Thompsonville; William 
R. Peterson, W. R. Peterson, Inc., Middletown; Robert Rubin, 
Benedict & Co., New Haven; and Larry Edwardson, executive 
secretary 


George Asplund, sales manager for 
the Inter-State Oil Co. of Kansas City, 
Kan., an independent compounding 
company, says Inter-State is packaging 
grain fumigants for Mathieson Chem- 
ical Corp., for Midwest distribution. 
The firm intends, he says, to concen- 
trate on harder selling and on cutting 
down their territories. 


Harold A. Spies reports that the 
Van Exner Oil Co., Inc., jobbers of 
Clyde, N.Y., has changed its name to 
the Van Oil Co., Inc. and purchased 
the Van Oil Co. of Oswego, N.Y. 
Officers of the new company are 
Barbara Lawton, president; Spies, ex- 
ecutive vice president; Ruth M. Spies, 
secretary-treasurer; and Roy Vander- 


merien, chairman of the board. Spies 
is the director of Civil Defense in 
Clyde and also active in Little League 
activities, the American Legion and 
Red Cross. 
* 

Clarence J. Kurz, executive vice- 
president of National Refining Co. 
marked his 40th anniversary with the 


Keeler Stewart 


ment is typified in this pose by W. W 


68 


Hallanan 


SHOULDER-TO-SHOULDER co-operation between the oil industry and the govern- 
’. Keeler, vice president of the Phillips Petroleum 
Co., and chairman of the Military Advisory Board; Oil and Gas Division Director 
Hugh Stewart, and National Petroleum Council Chairman Walter S. Hallanan of 
Plymouth Oil Co. The occasion was the NPC meeting in Washington, D. C. 


company in June. 
. 


D. R. Wallace, manager of the 
C & H Farm Service Co., jobbers in 
New Hampton, Iowa, says that firm 
is sprucing up its equipment with a 
coat of paint and is purchasing new 
truck tanks. In the near future, he 
says, they expect to add some new 
trucks. 

“ 


Edgar H. Lewis, managing director 
of the Atlantic Refining Co. of Africa, 
Ltd., has returned to this country for 
a series of conferences in Philadelphia. 
Lewis, an American citizen, has been 
with Atlantic for 40 years, and with 
Atlantic of Africa for 25. 

+ 


Magnolia Petroleum Co.’s district 
offices for Louisiana will be moved 
to Alexandria from Shreveport, effec- 
tive Nov. 1. Reason for the move, 
according to a company Official, is a 
desire to centralize marketing. George 
B. Bedwell is Magnolia’s district mar- 
keting manager. 
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Evans Yang 


HONORARY CITIZENSHIP in the 
Republic of Korea is bestowed on Lt. Col. 
John K. Evans, resident representative in 
the Washington, D. C., office of Asiatic 
Petroleum Corp., by Dr. You Chan Yang, 
Korean ambassador to the United States. 
Col. Evans was chairman of a recent 
Washington drive for clothing for Koreans 


Robert E. Robbins of Fresno, Calif., 
resident manager for the Union Oil 
Co., has been named resident man- 
ager in Oakland, Calif., replacing 
R. R. Blakeslee, who was transferred 
to Union’s Seattle, Wash. office. 
A. Patton McConnell replaces Rob- 
bins in Fresno. Phillip W. Pearl was 
named resident manager at Sacra- 
mento replacing J. T. McCaffrey who 
has been transferred to Seattle. 

> 

J. Howard White, vice president- 
controller of Shell Oil Co. has been 
named a trustee of the Controllership 
Foundation, Inc., effective Sept. 1. 

° 
Ke 
es 


os 


T. L. Wark C. R. Brown 


Thomas L. Wark, vice president of 
Tide Water Associated Oil Co., has 
been named divisional general man- 
ager of the company’s western divi- 
sion. Charles R. Brown, vice president 
of Tide Water Associated Oil Co., has 
been named assistant divisional gen- 
eral manager of the western division. 
The two will be in charge of Tide 
Water Associated’s operations in Cali- 
fornia, Oregon, Washington, Arizona, 
Utah, Idaho, Nevada, Hawaii and the 
Philippine Islands. Wark has been 
with Tide Water for 34 years; Brown 
for 37. 


August 11, 1954 * NATIONAL 


| superior Oronite additives. T 
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This new chassis Dynamometer is typical of 

the advanced research we employ to Servint 

- research and 

testing facilities behind Oronite additives are 
the most advanced in the nation. 

With years-ahead research, it is possible that 


| Oronite additives could provide your finished 
| oil with the competitive advantages you need 
| to win and hold a market. Oronite will tailor- 


make additives to your base oils — meeting 
your price and performance specifications. 

Why not see what Oronite additives can 
offer you? Phone or write the Oronite office 
nearest you. An additive specialist will con- 
tact you on request. 
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Low temperature 
performance evaluation 
seen from inside new 
all-weather chassis 
Dynamometer test cell. 


a 


* 


With Oronite Additives 
you can formulate oils to 
meet the new A.PL Service 
Classifications and can 
meet specifications for 2- 
104-B, M11-0.2104, Supple- 
ment I and Series 2 oils. 





| OTHER ORONITE PRODUCTS 
Gas Odorants 
Polybutenes 
Phenol 


Dispersant FO 
(Furnace Oil Inhibitor) 


Wetting Agents 


COMPANY 





Monthly advertisements in the Saturday 
Evening Post are telling millions of car 
drivers what U. S. Peerless® Rubber 
Separators do for a battery. These ads 
will increase your volume of better bat- 


tery sales...increase your profit per unit. 
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ABOUT OIL PEOPLE 


Major 





Curtis 


NEW PRESIDENT of the Louisiana Petroleum Industries Committee, A. M. Curtis, 
is congratulated by Jimmie R. Major, executive secretary and attorney for the group. 
Curtis was elected July 14 at the annual meeting in New Orleans. Curtis is senior 
counsel for the law department of Esso Standard Oil Company in Baton Rouge, La. 


Cunningham 


Newland 


MARYLAND PIC OFFICERS who were re-elected at the committee’s annual meeting 


in Baltimore are 


E. A. Cunningham, district manager for Shell Oil Co., who was 


re-elected vice chairman, and C. A. Newland, district manager for Esso Standard Oil Co., 


re-elected chairman 


In the Chicago general office of 
Standard Oil (Ind.), J. W. Ross has 
been named assistant general man- 
ager at large. In other Chicago office 
changes, W. H. Miller was appointed 
assistant general manager in charge of 
sales promotion and advertising, J. 
M. Hamer was named assistant gen- 
eral manager in charge of administra- 
tion, C. H. Lamoreaux was appointed 


assistant general manager in charge 
of gasoline and fuel oils and G. T. 
Dougherty was made assistant general 
manager in charge of industrial sales 
and technical service. 

Regional sales administrative offices 
are being increased from five to nine. 

C. E. Quinn will remain in Chicago 
as regional manager of the central 
region. It will take in the Chicago 
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and Joliet sales divisions. 

A. VY. Fraser continues in Detroit 
as regional manager of the eastern 
region, which will now cover the De- 
troit, Grand Rapids, and Saginaw 
sales divisions. 

C. H. Coughlin has been appointed 
regional manager of the northern re- 
gion. With headquarters in Milwaukee, 
he will be in charge of the Milwau- 
kee, Green Bay, and LaCrosse sales 
divisions. 

W. C. Kniefel has been named re- 
gional manager for the northwestern 
region, with headquarters in Minne- 
apolis. The Twin Cities, Duluth, Man- 
kato, Fargo, and Huron sales divisions 
will report to him. 

M. I. Hector has been appointed 
regional manager of the southern re- 
gion. With headquarters in St. Louis, 
the region will include the St. Louis, 
Decatur, and Peoria sales divisions. 

H. J. Kaufman will be regional 
manager for the southeastern region. 
Headquartered in Indianapolis, he will 
be in charge of the Indianapolis, 
South Bend, and Evansville 
divisions. 


sales 


The southwestern regional manager 
stationed in Kansas City will be H. 
E. Purdy. The Kansas City and Wi- 
chita sales divisions will report to him. 

At Des Moines, C. C. Inglefield 
will be regional manager for the 
western region, covering Des Moines, 
Mason City, and Omaha sales divi- 
sions. 

H. E. Prunty has been named re- 
gional manager of the Rocky Moun- 
tain region, succeeding W. B. Egbert, 
who is retiring on annuity. Reporting 
to Mr. Prunty will be the Denver, 
Wyoming, and Billings sales divisions. 


C. R. Chapman has been named 
administrative assistant to the general 
manager of the Standard Oil (Ind.) 
sales department. Chapman joined 
Indiana Standard in 1940 in the De- 
troit sales division. He was transferred 
to Chicago in 1947 as a lubrication 
engineer. 

o 


R. L. Minckler, president of the 
General Petroleum Corp., of Los 
Angeles, has received a 30-year serv- 
ice pin from the company’s board of 
directors. 

« 


J. E. Morehouse, Jr. has been 
named personnel manager for Shell 
Oil’s Chicago area. He succeeds A. S. 
Pentland, who retired July 1. More- 
house has been with Shell for 17 
years. 
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Gilbane 


Crombie 


Card Connell 


RETIRING CHAIRMAN Harry D. Crombie of the Rhode Island Petroleum In- 
dustries Committee is shown with the group’s newly elected officers, Francis Gilbane, 
president of F. Gilbane, Inc., chairman; Louis E. Card, district manager of the Atlantic 
Refining Co., vice chairman, and Joseph Connell, re-elected secretary 


Gaffney Wells 


Priggen Marshall 


OUTGOING CHAIRMAN of the New Jersey Petroleum Industries Committee 
George H. Priggen, Jr., Newark district manager for Socony-Vacuum Oil Co., Inc., 
congratulates J. K. Wells, Newark district manager for Shell Oil Co., the newly elected 
chairman. Looking on are William J- Gaffney, executive secretary and Riley H. Marshall, 
vice chairman, New Jersey division manager for The Texas Co. 


Eugene G. Howick, assistant gen- 
eral manager of the Suburban Pro- 
pane Gas Corp., has been named as- 
sistant secretary of the company. 
Though a corporate officer, he will 
retain his old position. 

Howick has been with the LP-gas 
industry for more than 25 years, start- 
ing as a research engineer for Phillips 
Petroleum Company. He came to Sub- 
urban in 1945 as district manager 
when that company purchased Phillips’ 
eastern LP-gas distribution. 

e 

Edmund McCarthy has been named 
consulting engineer for the New Eng- 
land division of the Pocahontas Fuel 
Co., Salem, Mass. 

o 

Elmer R. Kaiser of Columbus, 
Ohio, has been named director of re- 
search for the American Society of 
Heating and Ventilating Engineers. He 
will assume his duties in September 
at the Society Research Laboratory, 
Cleveland. 


72 


Richard Stevenson, General Petrole- 
um Corp. consignee in Colusa, Calif., 
has been elected a Colusa County 
supervisor. He was appointed last fall 
by California Governor Goodwin 
Knight to fill a vacancy on the board. 

a 


Raymond M. Kennett, an agency 
supervisor in the Los Angeles district 
office of Tide Water Associated Oil 
Co., has been elected mayor of Ar- 
cadia, Calif. 

« 

W. J. Boudreau of Lake Charles, 
La., a consignee, is planning to build 
two service stations in the next two or 
three years. He was vice president of 
the local United Appeal, a fund simi- 
lar to Community Chest. 

7. 

W. C. Guthrie, a former fuel oil 
distributor, has been named operator 
of a new Tide Water Associated Oil 
Co. distributing plant at Palmdale, 
Calif. 


NATIONAL 


COMING MEETINGS 


AUGUST 

Secy. of Automotive Engineers, national West 
Coast meeting, Los Angeles, Calif., Aug. 
16-18. 

Oil Heat Institute of America, Inc., Distribu- 
tion Division, directors and executive board, 
Greenbrier Hotel, White Sulphur Springs, 
W. Va.. Aug. 31-Sept. 2 


SEPTEMBER 

North Carolina Oil Jobbers Assn., fall con- 
vention, Grove Park Inn, Asheville, N.C., 
Sept. 5-7. 

Assn. of Desk & Derrick Clubs of No. America, 
3rd annua! convention, Banff Springs Hotel, 
Banff, Alta., Canada, Sept. 7-9. 

Oil Industry Information Committee, Conrad 
Hilton Hotel, Chicago, IIL, Sept. 8-10. 
Interstate Oil Compact Commission, Fonte- 
nelle Hotel, Omaha, Neb., Sept. 9-11. 
Michigan Petroleum Assn., fall convention, 
Park Place Hotel, Traverse City, Mich., 

Sept. 10-11. 

California Petroleum Distributors Assn., fall 
meeting, San Diego, Calif., Sept. 11-12. 
Kentucky Petroleum Marketers Assn., fall out- 
ing and annual golf tourney, Kenlake Hotel, 
Kentucky Lake State Park, Sept. 15-16. 
National Petroleum Assn., 52nd annual meet- 
ing, Hotel Traymore, Atlantic City, N. J., 

Sept. 15-17. 

American Petroleum Institute, Lubrication 
Committee, Traymore Hotel, Atlantic City, 
N. J., Sept. 15-17. 

Alabama Petroleum Jobbers Assn., annua! con- 
vention, Hotel Whitley, Montgomery, Ala., 
Sept. 16. 

Packaging Institute, petroleum packaging com- 
mittee, Philadelphia, Pa., Sept. 21-22. 

Ohio Petroleum Marketers Assn., fall confer- 
ence and golf tournament, Hollenden Hotel 
Westwood Country Club, Cleveland, Ohio, 
Sept. 22-23. 

Pennsylvania Petroleum Assn., fall convention, 
Pocono Manor Inn, Pocono Manor, Pa., 
Sept. 26-28. 

Tennessee Oil Men’s Assn., fall meetings, Pea- 
body Hotel, Memphis, Tenn., Sept. 27-28. 
Independent Oil Compounders Assn., annual 
meeting, Hotel Sheraton, Chicago, Ill., Sept 

27-28. 


OCTOBER 

American Socy. for Testing Materials, Com- 
mittee D-2 on Petroleum Products & Lubri- 
cants, Sheraton Park Hotel, Washington, 
D. C., Oct. 3-7. 

Virginia Petroleum Jobbers Assn., Hotel Cham- 
berlin, Old Point Comfort, Va., Oct. 7. 

Virginia Oil Men’s Assn., Hotel Chamberlin, 
Old Point Comfort, Va., Oct. 8. 

Empire State Petroleum Assn., fall meeting, 
Whiteface Inn, Lake Placid, Whiteface, New 
York, Oct. 10-12. 

National Assn. of Oil Equipment Jobbers, 4th 
annual meeting, Congress Hotel, Chicago, 
Ill., Oct. 10-12. 

Oil Progress Week, Oct. 10-16. 

South Dakota Independent Oilmen’s Assn., Ho- 
tel Cataract, Sioux Falls, South Dakota, 
Oct. 12-13. 

Indiana Independent Petroleum Assn., Hotel 
Severin, Indianapolis, Indiana, Oct. 13-14. 
Texas Petroleum Marketers Assn. annual con- 
vention, Hotel Gunter, San Antonio, Texas, 

Oct. 14-16. 

Socy. of Automotive Engineers, national trans- 
portation meeting, Boston, Mass. week of 
Oct. 18. 

American Society of Lubrication Engineers, 
Lord Baltimore Hotel, Baltimore, Md., Oct. 
18-19. 

Texas Oil Jobbers Assn., Management Insti- 
tute, Driskill Hotel, Austin, Texas, Oct. 
19-21 

Nebraska Petroleum Marketers Assn., annual 
convention, Paxton Hotel, Omaha, Neb., Oct 
20-21. 

Independent Petroleum Assn. of America, an- 
nual meeting, Tulsa, Oklahoma, Oct. 25-26 

National Lubrication Grease Institute, 22nd 
annual meeting, Mark Hopkins Hotel, San 
Francisco, Calif., Oct. 25-27. 

Secy. of Automotive Engineers, national diesel 
engine meeting, Statler Hotel, Cleveland, 
Ohio, Oct. 26-27. 

Texas Oil Jobbers Assn., Management Insti- 
tute, Caprock Hotel, Lubbock, Texas, Oct 
26-28. 

Georgia Independent Oilmen’s Assn., Radium 
Springs Hotel, Albany, Georgia, Oct. 28-29 
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Eaton 2-Speed Axles 





for 
Truck Operators 


Eaton 2-Speed Axle trucks make more and 
quicker full-load trips—operating cost is lower, 
upkeep is less. Trucks last longer, earn more, 
are worth more on the trade-in. 


More than two million 
Eaton Axles in trucks today! 
For complete information, see your truck dealer. 


AXLE DIVISION 
MANUFACTURING COMPANY 


CLEVELAND, OHIO 
PRODUCTS: Sodium Cooled, Poppet, and Free Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet 


Engine Parts * Rotor Pumps * Motor Truck Axles * Permanent Mold Gray Iron Castings * Heater-Defroster Units * Snap Rings 
Springtites * Spring Washers ~ Cold Drawn Steel* Stampings* Leaf and Coil Springs* Dynamatic Drives, Brakes, Dynamometers 














CARRY EXTRA 


GALLONS FREE- 








AGAIN STANDARD STEEL ENGINEERS CUT WEIGHT 
FROM THE UNIT— AND ADD IT TO THE PAYLOAD 


For comparing tank shell strength, the 
I-BEAM, used in all structural steel 
frame-work, presents a reliable basic 
“measuring stick.” 

In designing and manufacturing Standard 
Steel tanks, the Engineering staff has 
given I-BEAM strength to the shell by 
placing stiffeners where needed, which in 
turn eliminates excess weight and the 
weight saved goes into the payload. By 
constantly striving for lighter weight in 
the tank without loss of strength, 
Standard Steel Engineers can supply 
transport carriers with a stronger, safer, 
more efficient tank that requires little, if 
any, repair costs in the long run. 


This program of research has been a part 
of STANDARD STEEL’S Forty Year 
Manufacturing Experience. Today’s tank 
is more than one-third lighter in weight 
and many times more efficient than a 
tank of the same capacity of 1914. 


In its far-reaching program of improving 
tank construction with lighter weight 
metal and greater strength in the tank, 
STANDARD STEEL units are now 
endowed with extra payload capacity 
with up to several thousand pounds saved. 
This means you can carry more heavy 
liquids within the laws of your state and 
L.C.C. Proof again —that STANDARD 
STEEL Knows How to Build Tanks! 





By ‘LE 0 ho Hhiohe: 
\ Standard 


MAINTENANCE DISTRIBUTORS . 


OTHER PRODUCTS OF STANDARD STEEL 


ASPHALT DISTRIBUTORS... 
TION BROOMS... 
SPREADERS ... 


SHELVING HARDWARE ... AND AGRICULTURAL EQUIPMENT 


BURNERS ...POWER AND TRACTION DRIVEN CONSTRUC.- 
TAR KETTLES . AGGREGATE 


EET FLUSHERS ... PIPE LINE EQUIPMENT -.. SUPPLY TANKS 


Manufactured by Standard Steel Works North Kansas City, Mo. 





